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IT TAKES TWO 10 TEETER-TOTTER 


but, it takes only 
one publication to cover 
the coal mining industry 


131 companies say that it only takes Coaly t, 


to cover the coal mining industry. 


These 131 companies 
and their agencies selected Coal lye 


exclusively in 1953. Why? Proved editorial superiority. 


They know that Coal fs is the book 


with ‘‘the mostest’’ . . . Most pages of editorial 


. . . Most full-time editors . . . Most paid subscribers 


. . . Most advertisers . . . Most pages of advertising. 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 





T. Ro. cooperates with 


your 


frade paper Advertising 


and increases the effectiveness 


of your entire 


advertising program 


When trade paper advertisements arouse 
buying interest rarely is there immediately 
a sale. The chances are that the prospective 
buyer wants a complete picture of all other 
sources for investigation and selection. En- 


cyclopedic T.R. is consulted, as habitually 


as the clock is consulted for the time of 
day. Hence, your advertising representation 
in T.R. participates in the interest created 
by trade paper advertising as well as the 
vastly greater number of inquiries T. R. 


secures entirely on its own. 


It will pay you to find out why 10,801 Advertisers are using... 
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96% PAID CIRCULATION 


~¥F Thomas Publishing Company 


461 Eighth Avenue, New York 1! 


August 1954 /1 





here’s your No. 1 industrial market place... 


where the Be Ge UG, is done 


EXPENDITURES ON NEW PLANT AND EQUIPMENT FOR 1951-1954 
Durable Goods Industries, millions of dollars 


Industry 1954 1953 1952 1951 
_. THE Transportation equipment $1,430 $1,168 $1,066 
Primary !ron & Steel 990 1,340 1,511 1,198 
Machinery, exc. electrical 720 803 701 683 
AND Electrical machinery & equipment 490 481 386 373 
AVIATION Primary non-ferrous metals 330 456 512 310 
MANUFACTURING Stone, clay, glass products 300 339 330 397 
Other durable goods 960 1,233 1,107 1,136 


Source: U.S. Dept. of Commerce 


AUTOMOTIVE 


FIELD 


27.4% of TOTAL EXPENDITURES ACCOUNTED FOR BY 
AUTOMOTIVE AND AVIATION INDUSTRIES. 


Total expenditures, 1954, durable goods industries $5,220,000,000 
Total expenditures, 1954, transportation equipment field* 1,430,000,000 


*Includes makers of passenger cars, trucks, trailers, buses, 
aircraft, Diesel locomotives; their engines, parts, accessories, etc. 


23% GREATER EXPENDITURES FOR 1954 OVER 1953 


od 


ACTS speak for themselves. From all angles, the auto- INDUSTRIES RATED BY INCREASE OR 


motive and aviation manufacturing field is market No. 1 
for suppliers of plant equipment, machine tools and other REDUCTION OF EXPENDITURES FOR 
production equipment, materials and supplies. This steadily 1954 over 1953 
expanding industrial market means business. ..today 
and tomorrow! Increase Reduction 
For influencing the buying power of this active, profitable Transportation equipment +23.0% 
market, AUTOMOTIVE INDUSTRIES is your ONE advertising s ° 
medium—reaching the engineering, production, administra- Electrical machinery : 7, 1.9% 
tive, purchasing executives in 3,648 companies which pro- Machinery, exc. electrical —10.3% 
duced, during 1953, $28 billion worth of cars, trucks, buses, Stone, clay, glass products —11.5% 
aircraft, tractors, roadworking and farm equipment; their Other durable goods —22.1% 
engines, parts, accessories, materials. Circulation? ... 17,100 Iron and Steel —26.0% 
net paid, a new high. Primary non-ferrous metals 


AUTOMOTIVE INDUSTRIES 


CHESTNUT & S6TH STREET + PHILADELPHIA 39, PA. 


... the News magazine of automotive and aviation manufacturing 
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MAGAZINE SERVES ALL 
BUYING INFLUENCES 
OF ALL RAILROADS! 


WHICH NO SURVEY CAN 
DISTORT PROVE THAT 
MORE ADVERTISERS HAVE | 
MORE "'CONFIDENCE’’ IN ONE: 
RAILWAY PUBLICATION 
" MODERN RAILROADS 
LOOK arte THAN IN ANY OTHER. 


RECORD 


Ist SIX MONTHS 1954 


AVERAGE NUMBER ADVERTISING PAGES—PER ISSUE 


MODERN RAILROADS 


RAILWAY PURCHASES & STORES 114 
RY. LOCOMOTIVES & CARS 72 


RY. TRACK & STRUCTURES 57] TODAY : 


MORE ADVERTISERS INVEST 


RA AY AGE 45 MORE DOLLARS ISSUE AFTER 


ISSUE IN MODERN RAILROADS 


RY. SIG. & COMM. 42 THAN IN ANY THREE OTHER "= 


RAILWAY PUBLICATIONS. 


> AILROADS POTS: Siete: 2-405' MODERN RAILAOADS IS BIG (“Life”-size); 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS Beautifu 
44) LEXINGTON AVE, NEW YORK + 





(More pictures, 4-color covers); 
POWERFUL!(Ask any advertiser—or use it 


459 THE ARCADE, CLEVELAND © 423 FIRST TRUST BLOG., PASADENA 
and find out for yourself!) 

















BUBLICATION 
REACHING 
pe el 
FUNCTIONAL | eyes 
oo Cae THe 
APPLIANCE MANUFACTURING 
INDUSTRY 
ANNI) 
NOMOlE= == 
; PUBLICATION 
SN 
, yar | ed - 
20% OF APPLIANCE, MANUGACTURE 


| ' ALC EENICE : 
| a PON bhp ae NS ee | | 
NID 












Use this blueprint to evaluate the effectiveness of YOUR advertising program 


in reaching this entire billion-dollar market! You owe it to yourself to see this 





blueprint — write today. 








APPLIANCE 
MANUFACTURER SROVES 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS 
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Whether conducting experimental man- 
ufacturing, technical surveys, or de- 
signing for beth functional operation 
and appearance, our major objective 
is to keep abreast of all new advances 
in design engineering. Therefore, we 
constantly find Product Engineering a 
helpful source in working out our clients’ 
product development problems. 





A. W. RICHARDS 

CHAIRMAN OF THE BOARD 
DESIGNERS FOR INDUSTRY, INC. 
CLEVELAND, OHIO 


THE MEN WHO DESIGN 
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He Leads Designers for Industry 


HE READS PRODUCT ENGINEERING 


-..and over 28,000* top design engineers constantly look 
for and find new design ideas in PRODUCT ENGINEERING. 
isn’t it just good practice to consistently keep your products 
before them by advertising in PRODUCT ENGINEERING? 


Of course it is—because these 28,000* design engineers select and decide 
whose products to specify. They select by type and make the many materials, 
parts, and components that go into new machinery and equipment. They 
constantly seek new money-saving, labor-saving ways to make already fine 
products still better. And the balanced, informative and far-ranging editorial 
pages of Product Engineering help them do just this. 


That’s why design engineers subscribe to Product Engineering in record 
numbers. That’s why they route it to other interested men throughout the 
Design Engineering Headquarters in which they work. That’s why Product 
Engineering has become the preferred information source of men with the 
buying authority in the huge, ever-changing, $28-billion Original Equipment 
Market. 


Consider, also, Product Engineering’s acceptance among advertisers. In 
1953, this magazine was entrusted with 1,044 more advertising pages than 
any other design publication — a huge lead, a sound testimonial of its sales 
power. And more and more advertisers are concentrating their advertising in 
Product Engineering for qualified specifiers of Original Equipment to read. 
But get the whole story —send for “Blueprint for Selling Industry’s Blue-Chip 
Market” today. 


*Subject to ABC audit. ABC net paid, December 1953 was 26,107 


The McGraw-Hill Magazine 
of Design Engineering 
McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Atlanta 3 — Boston 16 — Chicago 11 
Cincinnati 8 — Cleveland 15 — Dallas 1 — Detroit 26 
Los Angeles 17 — New York 36 — Philadelphia 3 
Pittsburgh 22 — San Francisco 4 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
August 1984 /7 





If process 
industry titles 
have you in 

hy not 


as 


Chemical 

Engineering 
Progress 
delivers the 
choice cut 
of Chemical 
Engineers in 
responsible 
charge. 
You can’t buy 
better! 


Chemical 


Engineering 


© Progress | 


Published exclusively for Chemical Engineers 
by American institute of Chemical Engineers 


120 East 41st St., New York 17, N. Y. 
Remember... | 
the engineer is educated 
to specify and buy! 
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= Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Too many trade shows? 
Parker ad manager says yes 


™ TO THE EDITOR . . The subject for 
treatment in your Top Management 
Forum in your June issue was a 
good choice. We hope you will stim- 
ulate further discussion of this sub- 
ject “Too Many Trade Shows?” 

We believe there is a widespread 
feeling on the part of advertising 
managers, as well as top manage- 
ment, that there are too many in- 
dustrial shows, or that these shows 
for the most part are held too fre- 
quently. A manufacturer like Park- 
er is particularly conscious of the 
number of shows held because with 
the kind of products we make. . 
hydraulic and other fluid system 
components . . we can logically be 
interested in so many of these in- 
dustrial shows. 

Every other seems 
enough, and some shows should be 
held even less frequently. 

S. E. VORAN 

Advertising Manager, The 

Parker Appliance Co., Cleve- 

land. 


year often 


How many shows depends 
on the industry .. Denham 
@ TO THE EDITOR . . Have read with 
a great deal of interest, naturally, 
the forum feature in your June 
issue (Top Management Forum, p. 


| 72). 


What your contributors say con- 
firms once more the contention the 
writer has had ever since we started 
handling industrial business shows 
back in 1938. There’s no question 


| but that in some fields, shows are 


held entirely too frequently. In 


| other fields, they are not held often 


enough. The frequency with which 


| shows covering specific fields should 


be held depends 
groups served . . 
the buyers. 

In at least one instance, we were 
successful in having a_ national 
group change their show from an 
annual to a biennial basis. On the 
other hand, we cannot disagree with 
Mr. Wilkie of DoAll about the in- 
frequency of another type of show. 
What groups sponsoring shows too 
frequently forget is that these shows 
must serve the needs not only of 
their exhibitors but of their visitors. 

Industrial and business shows are 
the one place where marketing and 
merchandising meet . . the one place 
where the product is not only taken 
to the customer, but the customer 
is brought to the product. Sound 
reasoning from both a marketing 
and merchandising standpoint in- 
evitably should dictate the frequen- 
cy with which shows are held. 

ATHEL F. DENHAM 

Show Promotions, Inc., Detroit, 


Mich. 


upon the two 
the suppliers and 


McNutt hits space reps 

for urging shorter copy in ads 

® TO THE EDITOR . . Isn’t it about 
time business paper publishers took 
their space representatives aside 
and told them about the facts of life 
insofar as advertising and reader- 
ship are concerned? Here’s why I 
ask: 

Recently I asked a dealer pub- 
lication for readership information 
(along Readex & Starch lines) 
which might help us prepare ads of 
more interest to its readers. Pres- 
ently the local space revresentative 
brought us a survey of the our- 
readers - say - our - book - is - wonder- 

Continued on page 14 





Automation is the industrial 
revolution accelerated by electronic 
devices. Radio Science marks out a 
new and glorious chapter in the 
substitution of the machine for hand labor— 


@ by providing automatic controls 
which almost think—through the 
interpretation of radio signals 
and their activation by the 


radio relay system. 


Automation? 


We do not mean to “debunk” automation, by this 
Automation is like a definition of it as a stage in the industrial revolution. 
shamrock green dress Nor do we wish to limit it to the radio side of its development— 
ona charming young in fact, radio has no limits ! But very obviously the new 
lady on St. Patrick’s day— aspects of radio expressed in thé electronic computor, 
r efr eshin g and time ly. the photo tube, and remote controls, has supplied the stimulus 
to new concepts for manufacturers and new magazines 
We have seen f - . 
: ‘ or publishers. The “components” for this good excitement 
Miss Industrial : are radio-electronic, and the chief designers—radio engineers. 
Revolution growing shia ineiinetae 
grander in yellow and blue. ' 
“Automation green” THINKING ELECTRONS , 
will become her well, ial 
but it is not a Every issue of “Proceedings of the I.R.E” is an Automation 
different girl— issue. Some, indeed, may be so identified. This is true 
the same one because automation today must be the detection of a “signal” 
in a new dress. and a reaction to it in “control.” Radio is just this! 


Radio’s first stage detected the spark signal and interpreted 

it in dots and dashes which formed a code for communication. 
Next, its range widened to music, then TV-sight, 

now unfolding in full color. But radio has no limits! 


We find electronics in industry, the computor, 

navigational aids, self guiding missiles all expressing 
automation through radio, in practical uses. Radio engineers 
do it! “Proceedings of the I.R.E” has published the 
research so vital to this progress! 


e 


Engineers are educated to specify and buy! 


“Proceedings of the I-R:-E” 
THE INSTITUTE OF RADIO ENGINEERS hin @ 


Advertising Department 
1475 Broadway, New York 36, N, Y. BRyant 9-7550 
CHICAGO « BEREA, OHIO « LOS ANGELES ¢ SAN FRANCISCO 
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Every advertiser wants the most for 
his money. You get that when you 
call use HP&AC. 


HP&AC appeals ONLY fo the engi- 
neers and contractors who purchase-control 
industrial and other large building heating, 
piping and air conditioning. This is HP&AC’'s 
specialized field. 


Year after year these engineers and con- 
tractors pay to receive HP&AC each month, 
because HP&AC gives them technical informa- 
tion highly important to their business activities. 
HP&AC is the ONLY publication in its 
field with a fully paid circulation — significant 


| Edited EXCLUSIVELY for the Engineers and Contractors who Heat, if 


a 
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in view of the fact that it also has the LARGEST 
circulation in its field. 


That’s why most manufacturers with 
a stake in this field employ HP&AC. 


For many years, HP&AC has carried 
more advertising than any other publication 
in its field — currently nearly twice the volume. 


More agencies place advertising in HP&AC. 
HP&AC has more exclusive advertising accounts. 


Yes, by every standard of com- 
parison, HP&AC deserves top place on your 
advertising program — for maximum returns — 


for maximum economy. 


KEENEY PUBLISHING COMPANY 


AIR CONDITIONING HEADQUARTERS 
6 N. MICHIGAN e CHICAGO, ILL. 


Reasons Why HP2AC is Firs! 


9 


2) 
© 
0 


HP&AC—the field’s authority in 
print 


HP&AC’s editors are experts.in 
their field 


HP&AC is timely and progressive 


HP&AC has the largest circula- 
tion in its field 


y 5 Mo carries the largest 
volume of advertising in its field 


8 


HP&AC subscribers demonstrate 
their reader interest 


HP&AC selects its reader 
audience 


HP&AC serves one field only 


HP&AC carries monthly the 
Journal of the American Society 
of Heating and Ventilating 


NEW YORK CLEVELAND LOS ANGELES Engineers 





Heating 
@ Fomuck. 
OE Air Conditioning 


| Pipe, and Air Condition Industrial Plants and Other Large Buildings. 


August 1954/1 





12 /indu trial Marketing 





ev lb Gok IRTO PETROLEUM, PROCESSING 


Scarcely a year after beginning 
conversion to paid circulation, 
Petroleum Processing has earned 
Audit Bureau of Circulation “= — 
membership . . . tangible ( | 
evidence of this publication’s 
importance to readers, dramatic 

proof of its growing value to 


advertisers! 





The Magazine... The Readers... The Meaning... 


TOTAL EFFECTIVE DISTRIBUTION 


mt Hi 1640 15,293 | 
ue (15,495 




















Petroleum Processing 
delivers intensive read- 
ership throughout all aspects 
of petroleum processing, 
with the largest coverage in 
this expanding field. If you 
sell equipment, components, 
supplies or materials used in 
petroleum and petrochemi- 
cal processing — you can 
reach all phases of this fast 
growing market with Petro- 
leum Processing. 





we EY 15,427 
WS PAID CIRCULATION 


This rapid conversion to 
paid circulation has been 
accompanied by substantial 
increases in readership scores 
in reader traffic studies. For 
the past five years Petroleum 
Processing has shown steady 
gains in independent reader 
preference surveys. 





Refinery and Petrochemical 
Engineering and mainte- 
nance staffs, process engi- 
neers, research and develop- 
ment men rely on Petroleum 
Processing to keep abreast 
of technological news. Their 
growing paid subscriptions 
testify to reader interest... 
guarantee circulation qual- 
ity . . . assure continuing 
editorial vitality. 


_PETROLEUM 
| PROCESSING 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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THE 


MARKET 
for 


AUTOMATIC CONTROL 
is your audience 
in 


... the exciting new magazine 
about the development and 
application of control systems 
in all industry and business. 
Pre-publication research estab- 
lished that the buying decisions 
in the market for automatic 
control equipment and services 
are made by management-level 
engineers and administrative 
executives, 

AUTOMATIC CONTROL 
has handpicked the most impor- 
tant 20,000 engineering man- 
agement and 10,000 production 
andadministrative management 
(on the basis of their responsi- 
bility for initiating the thinking 
and authorizing the purchases 
of equipment and services used 
to automatically control manu- 
facturing processes, data proc- 
essing or automatic end prod- 

ucts.) They are the men 
you must reach to sell. 


Reinhold Publication 


fA CEovreo 


The Management Magazine 
of Systems Engineering 
430 Park Ave., New York 22, N. Y. 


AUTOM 
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letters e e begins on p. 8 


ful type and said, in effect, your 
new ad style looks to us to be on the 
right track, but, if I could offer a 
suggestion, brief it, just hit the high 
points for the salesmen . . you know 
salesmen just don’t read long copy. 

I'd like to have a watch for every 
time I’ve heard that just the 
watches from publishers and their 
representatives would make me a 
loud-ticking, good-time Charlie. 

If it were true that business paper 
readers don’t read long copy . . and 
McGraw-Hill Study 3,230 shows 
contrariwise . . then business papers 
generally are using the wrong edi- 
torial format or the editorial pages 
aren’t read either. Every time a 
publication representative (editorial 
or sales) makes such a statement 
he’s in effect attacking his own book 

and the whole business paper 
field. 

Business people read business pa- 
pers to get helpful information . . 
and I believe they want more than 
just highlights. 

This is only one point where pub- 
lishers’ representatives can improve 
thinking about advertising. Maybe 
publishers should bring their rep- 
resentatives in for a simple refresh- 
er course on the why and how of 
advertising. ABP and NBP could do 
worse than prepare such a course 
for their members. 

GEORGE C. MCNUTT 

George C. McNutt Advertising, 

Oakland, Cal. 


Willson answers his critic; 
IM corrects its error 


® TO THE EDITOR .. We would like 
to take exception to the letter to the 
editor published in your June, 1954, 
issue headed, “Agency Man Chal- 
lenges . . . etc.” These remarks 
from Mr. Lewis are founded on ig- 
norance of the industrial truck mar- 
ket, speculation, and a serious error 
made by someone on your staff who 
edited out important qualifying re- 
marks in the news release sent you 
regarding its annual award by the 
t.f. Club of Cleveland. 

Naturally, we will not expect an 
apology from Mr. Lewis (perhaps a 
blush or two would be in order) but 
we do expect a few lines of type 


from you regarding the efforts of 
“some over-zealous copywriter.” 
These need not be a formal apology 
either but should at least suggest a 
bashful toe-in-ground attitude. 
R. THOMAS WILLSON 
Director of Advertising and 
Public Relations, Baker-Rau- 
lang Co., Cleveland. 


[Our apologies to Mr. Willson and 
to Marshall C. Lewis of Marsteller, 
Gebhardt & Reed, whose letter to 
the editor (IM, June) cited a news 
story in IM. 

The story (IM, April) erroneously 
said that Baker-Raulang, after en- 
tering the gas-powered industrial 
truck market in 1953, acquired 33% 
of the market. Actually, Baker- 
Raulang claimed only 33°% of the 
market for trucks of certain load 
capacities. . Ed.] 


. from 


Gus of Gishalt 


You never know about dames? 
Gisholt gives one of them a try 
® TO THE EDITOR . . Here’s the cover 
of a Gisholt mailing piece . . in re- 
gard to the Copy Chasers’ discus- 
sion (“You Never Know How 
You'll Make Out with a Dame,” 
IM, July). 
EMIL F. WAGNER 

Advertising Department, Gis- 

holt Machine Co., Madison, 

Wis. 


A challenge to a label. . 
‘inquiry-type’ business paper 
™ TO THE EDITOR . . As you may 
have anticipated the headline 
“How to get inquiries in other than 
‘inquiry-type’ papers” which heads 
your always interesting department. 
Continued on page 16. 





How to size wb an Account 


When is an account too small to be attractive to a 


fully-staffed agency? 


Some say the point of no return is reached when a 
budget is under fifty thousand dollars. Others set 


the minimum at twenty-five thousand, or lower. 


Frankly, we don’t think a hard and fast dollar line 
can be drawn. It has been our experience that the 


size of an account cannot be measured in dollars alone. 


We cost every account very carefully, and we do not 
keep those on which we cannot operate profitably. 
We do this out of fairness to the client as well as 
ourselves; an underpaid agency cannot give its will- 


ing best any more than an underpaid employee can. 


But size of budget is far from being the only impor- 
tant factor. There are other considerations, like 
multiplicity of product lines, number of markets 
involved, complexity of the marketing problem, type 
of distribution, amount and nature of collateral 


material . . . all those are determining factors. 


But there is one more factor, and we think it is the 
most important of all: What kind of people are 


the client? 


Do they have vision, or do they wear blinders of 


their own making? 


Do they know where they’re go‘ng, and have they 


the courage and initiative to make a real effort to 


get there? 


Do they regard advertising as a profit-making tool, 


or as a begrudged expense? 


Can they understand both the power of advertising, 


and its limitations? 


Will they respect competent advertising specialists 
as they would respect their legal or medical counsel? 
Are they fair-minded, or do they regard every sup- 


plier of service as fair game for unreasonable demands? 
In short—are they 4g or little people? 


A little budget administered by big people can be 
both profitable and enjoyable. And it has an excel- 


lent chance of becoming a 4ig budget. 


On the other hand, the biggest budget in the hands 
of little people is quite often not only unprofitable, 


but unendurable. 


That is why — in considering the solicitation or 
acceptance of an account—we measure it in terms 
of people as carefully as we do in terms of dollars. 
We have several small budgets in the house, but not 


a single small client. 


arvtellor 
Slt 


Inc. 


o> | NEG 


CHICAGO + PITTSBURGH + NEW YORK 
AFFILIATES 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC. 
MARKETING COUNSEL ¢ MARSTELLER RESEARCH, INC 
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EDITED FOR 


. .. Offering increased 


opportunities to sell the 


$15 Billion Meat Packing Industry 


The NATIONAL PROVISIONER . . . respected "Voice of the Meat 
Industry" for over 60 years . . . is written and edited by men who 
know the industry. Its editorial program is well balanced . . . built 
to meet the specific needs of plant officials, executives and depart- 
ment heads. Strong readership has been built on the excellence of 
the NATIONAL PROVISIONER's editorial content . . . offering you 


greater opportunities to sell this market. 
NATIONAL PROVISIONER 
Published Weekly 


Proud of the fact that it has always been a week- 

ly publication, the NATIONAL PROVISIONER 

publishes weekly to consistently give full service 

to this industry. This policy has been supported 

by the readers . . . clearly proven by NP’s amaz- 

ingly high renewal record — 86.19% (Dec. 31, 

! 1953). This type of readership offers a big 

2 SALES opportunity for you, Mr. Advertiser. Close 

to 400 regular advertisers now use the NA- 

TIONAL PROVISIONER to get their share of the $15 billion dollar Meat 

Packing Industry. Results are consistent . . . attested by the number of 

repeat advertisers in any issue. The NATIONAL PROVISIONER is your 

logical selling tool for reaching readers who influence selection, specify and 
purchase equipment, materials and supplies. 


MEAT PACKERS GUIDE 
Published Annually 


The GUIDE is the industry's only reference and 
buying aid . . . used consistently by 99.2% of the 
industry for reference and buying information. It 
brings your sales message to plant officials at the 
a moment they are in a buying mood. The GUIDE 
os ; contains two separate sections . . . the Reference ani 
Data Section . . . and Buvyer’s Guide Section . 
enabling you to tailor your advertising to suit the 
buver’s information needs. Write for folder. 





ammues 


sacar raceces 











Now Available... 
MARKET and MEDIA DATA FILE 





Completely new . . . Market and Media Data... 
Meat Packing and Ailied Industries. Folder covers 
the market served, annual production, coverage of 
buying influences, circulation, subscriptions, renewals, 
editorial analysis and advertising. Write for your 
copy today! 








THE ATIONAL 


Leading Publication in the Meat Packing and Allied Industries Since 189) 


15 WEST HURON STREET * CHICAGO 10 
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letters e e_ begins on p. 8 


in the May issue of INDUSTRIAL MAR- 
KETING (Copy Chasers, p. 91) has 
quite forcibly caught our eye. 

As originators of the field of spe- 
cialized product news and informa- 
tion publishing, we must admit to 
shivers-down-the-spine whenever 
we see our broad and clear cut field 
of service limited by the label 
“inquiry-type” service. 

Without in any way whatever 
attempting to discount the value of 
quality inquiries and our prime 
interest in developing as many of 
them as we can for our advertisers 

. we would like, at the same time, 
to emphasize to you that we con- 
sider inquiries as a plus value. 

In short . . we, in common with 
all other types of publications, offer 
advertisers, first, a means of attract- 
ing the interest of their prospects, 
and, second, placing their sales mes- 
sages before them. So that, as with 
any other type of publication, the 
total value of the service we have 
performed for advertisers can not 
be measured by inquiries alone. 


Industrial Equipment News has 
never made any effort to reach-for 
or over-stimulate inquiries . . to 
generate quantity rather than qual- 
ity response. The setup, (which it 
also originated) for providing read- 
ers with a handy means for making 
inquiries through its reader service 
department, is as logically a part of 
its product information service as 
are contents pages in the standard 
publication. 

And so, in full accord with your 
own expressed alarm at any tend- 
ency to use inquiries as the sole 
measure of publication advertising 
effectiveness, we ask you, Messrs. 
Copy Chasers, not to further this 
tendency by calling us “inquiry- 
type” papers .. give us the label 
that more accurately defines our 
service . . the label your own pub- 
lisher uses in his monthly lineage 
totals tabulation . . Product News 
publications. 

What say? 

F. MORSE SMITH 

Vice-president, in Charge 

Industrial Equipment News, 

New York. 





Why the buying power prefers 


the Welding Lnginge 


KING SIZE EDITORIAL TEAM — Largest staff of qualified technical writers in the welding field . . . 
WELDING ENGINEER experts go to the scene to report developments 
in 39 welding processes in 30 different types of industries. 


MOST FREQUENTLY QUOTED AUTHORITY — Acknowledged voice of the industry, THE WELDING 
ENGINEER facts are consistently quoted by radio and TV commentators 
. . . More than 60,000 reprints of feature articles were requested by 
subscribers during the past 18 months. 


“PAID FOR” MARKET PENETRATION — Your message and ours reaches more than 19,000 key men 
in welding who pay to get THE WELDING ENGINEER regularly — to 
keep up-to-the-minute on “what to do and how to do it.” 


GROWTH IN STEP WITH THE INDUSTRY —THE WELDING ENGINEER is the only welding pub- 
lication whose circulation growth closely follows the ever increasing 
growth of the industry. 


Ueliling Engineer 


330 WEST 42nd STREET, NEW YORK 36, N. Y. ~~ 


A McGRAW-HILL 
PUBLICATION 
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EXPOSITION 
DISPLAYS 


ie in a hurry ‘ 
at truly remarkable prices | 


| - —— 


18 Ft. exposition display 
including side rails 
$437.90 


12 Ft. appliance display 
$150.05 


9 Ft. booth or 
lobby display 
$143.45 


Look at the sketches on this page 
and compare the prices with what 
you're used to paying. Remember 
these are sturdy modern displays 
made from 1” x 3” kiln dried pine 
covered with perforated hardboard. 


Custom styling—complete individ- 
uality of the display itself, yet dis- 
plays are economically priced 
because the 
units are mass 
manufactured. 
You can plan a 
better display 
with Dell 
Flex-O-Units yourself; there are 
thousands of possible combinations. 
Or we'll submit special drawings of 
a design based on your specific 
products for small 
additional cost. 


Delivery is no 
problem. We 
canshipyour 
display three 
days after 
your order 


is received. 
9 Ft. booth with side rails 
$285.80 


Write for folder showing sizes and prices. 
No obligation. 


° 
CMW 
£ ® 
DISPLAYS 
DEALERSHIPS AVAILABLE 


~ e e 
dell displays inc. 
CHICAGO —— 1017 W. WASHINGTON, 

Mo. 6-0781 
LOS ANGELES — 612 S. DUNSMUIR, 
Wwe. 448 
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| by mechanical 
| and inspection. In the machine tool 
| field our editors recently have seen 
| such equipment with built-in com- 
| puters by 
| control is exercised automatically. 


trends 


A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


By George J. Huebner, Tooling & Production; Irwin H. Such, Steel; William F. Schleicher, 
Machine & Tool Blue Book; Tom Campbell, Iron Age; David W. Veit, Precision Metal Mold- 
ing: Robert C. Johnson, Western Metals: Palmer H. Langdon, Metal Finishing; W. H. Rohr, 
Industrial Finishing; William G. Gude, Foundry: Thomas R. Bramson, Production and 


Burnham Finney, American Machinist. 


® CONTINUING high volume of pro- 
duction. in the metalworking in- 
dustries is evident from impressive 
daily developments. 

With the post-war sellers’ mar- 
ket over, the consumer-buyer is 
demanding a lower price structure 
or he expects higher quality and 
performance if he pays the same 
price. 

In manufacturing cycles these 
spell out new production at lower 
costs. Automatic tooling and pro- 
duction constitute one of the means 
for accomplishing this, and its pos- 
sibilities for a large volume of ma- 
chine design and construction are 
very promising. 

The better product quality which 
a buyer is expecting brings up an- 
other development which is moving 
into high gear, e.g. quality control 
measuring, testing 


which such complete 


Next year’s Machine Tool Show 


| comes into the picture as a longer 


range potential for reducing prod- 
uct costs and improving quality. 

A tooling and production statistic 
of vital significance in our effort to 
evaluate trends is a new report of 
the National Tool & Die Manufac- 
turers Assn. 

This industry’s highly _ skilled 
tool and die makers build a large 
percentage of the special tooling 
without which the production in- 
dustries’ machine tools and stamp- 
ing presses do not operate. 


For the first five months of 1954 
these plants have 
totaling 88% of the corresponding 
period of 1953 and employment is 
off only 8%. 

The significance of this is that 
the highly sustained sales and op- 
erating ratio of these makers of 
custom-built tools and dies por- 
tends continuing high production 
in the metalworking industries. . . 
GEORGE J. HUEBNER, publisher, Tool- 
ing and Production, Cleveland. 


invoiced sales 


1954 Second Best Year .. The 
downtrend in metalworking volume 
which became apparent in the lat- 
ter part of 1953 is definitely at an 
end and the industry again is in 
a period of expanding business. 
Based on a survey of 5,039 metal- 
working executives, it now can be 
predicted that metalworking vol- 
ume for 1954 will total $113.1 bil- 
lion compared with $125.3 for 1953, 
a decline of about 10%. The dip 
would have been greater if it had 
not been for the fact that second 
half gains are erasing a large part 
of the losses in first half. Anyway 
you look at it, 1954 will be the 
second best year on record for the 
metalworking industry. 

The metalworking industry has 
had it pretty soft for the last dec- 
ade or so from the standpoint of 
selling and the return to competi- 
tion has been a blessing in disguise 
for many companies. Sales organi- 
zations and merchandising programs 
have been overhauled, production 
lines scrutinized for possible cost 
savings and products redesigned to 

Continued on page 22 





WHAT TYPE OF 


-[ilustration= 


PROVIDE GREATEST IMPACT? 


RATE OF VISIBILITY BY TYPES OF ILLUSTRATION 


(Analysis of readership of 1164 advertisements in 2 business magazines) 


INDEX OF AVERAGE “SAW ILLUSTRATION” SCORE 
(100 = AVERAGE FOR CARTOONS) 





NUMBER 


TYPE OF ILLUSTRATION OF ADS 





Photograph of product in use 233 156 


Cutaway views of product 94 lL eee 


(drawing) 
Lee 


bee 


Photograph of product part 15 


Photograph of complete product 4] 
line 


Lee 
Bo eee 
nm 


Photograph of product not in use 
Blueprints & schematic drawings 


Photo of product shown diagram- 
matically (with arrows, flow- 
lines, numbered parts, etc.) 


REM 


Drawings (not blueprint, schematic 
or cartoon) 


PEER 
URIS em 


Photograph (product not shown) 
Cartoons 30 

















showed the same results as in the above chart. ) 


CONCLUSION: This study (summarized in 
McGraw-Hill’s Laboratory of Advertising Per- 
formance Data Sheet #3171) indicates that ad- 
vertisements using the type of illustration which 
explains how the product is used, or shows prod- 
uct details, attract greater readership. 


TO DETERMINE the extent to which different 
types of illustrations attract and influence read- 
ership of advertisements in business magazines, 
McGraw-Hill Research analyzed Starch ratings 
of 1164 one-page advertisements in two Mc- 
Graw-Hill publications for a period of one year. 


HOW IT WAS DONE: Approximately 2400 
readers were shown through the issues, page by 


page, and asked for each ad rated, ‘“‘Did you see = 


this illustration?” To provide equal comparison 
only advertisements with single illustrations of 
the types charted above were analyzed. About 
half of the advertisements were in color, the 
others were black and white. (An analysis of the 
colored and black and white ads separately 


TO SERVE YOU: McGraw-Hill Research is 
one of the many “‘services” maintained by the 
McGraw-Hill organization for its advertisers. If 
you want facts on subjects related to advertis- 
ing performance and effectiveness, ask your 
McGraw-Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


ABD 330 WEST 42nd STREET, NEW YORK 36, N. Y. c ABC 


Se st 8 &€ $$ 1n FORMATION 


M-GRAWHILL jg 
War “OR BUSINESS 
NX Re” 


SBEaeRGEaRTERS e8 
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Engineering at Caterpillar 


A statement by J. R. Munro, Director 


of Manufacturing, Caterpillar Tractor Co. 


‘‘To insure quality products at competitive prices, 
Caterpillar has maintained a principle of rigid 
metals engineering control... all the way from 


metal origin to delivery. 


“Before sources are approved, trained Metals 
Engineers from our Purchasing Department make 
careful evaluation of potential suppliers. They visit 
sources to inspect facilities and methods. Samples 
of all metals, castings and purchased finished parts 


are put through exacting tests. 


“This control extends throughout every manu- 
facturing step. At all levels, in every department, 
members of the American Society for Metals— 
Metals Engineers—are constantly responsible. 
These men know metals, how to produce, process 
and fabricate them. They guard our greatest asset, 


customer confidence in Caterpillar quality.” 








These men are readers of: 


Crankshaft journals are finished to 
a required smoothness that does not 

vary to more than seven millionths eld logress 
of an inch at Caterpillar. Example 

of quality control in action as in- 
spected by (1. to r.) Walter Swarden- Magazine of 23,000 Metals Engineers 
ski, Manager, Purchasing General 
Office; G. C. Riegel, General Offices, A publication of the American Society for Metals 
Chief Metallurgist; J. R. Munro, 
Director of Manufacturing; and G. 7301 Euclid Avenue, Cleveland 3. Ohio 
E. Burks, Director of Engineering 
and Research . . . all members of the 
American Society for Metals and 
readers of Metal Progress. 























Why 
MASS TRANSPORTATION 


is your best 
advertising buy... Vp 


NZ 


3 





Complete Coverage | 


ASS TRANSPORTA- 
TION completeiy blankets the 
big transit field. 

It goes to top executives in 
every one of America’s 3,018 bus, 
streetcar and rapid transit com- 
panies. 

MASS is read by men who set 
policies, fix budgets, chart the 
course of industry, make the final 
decisions on purchases . . . OK 
transit’s use of your product. 
There’s no waste circulation. 
Every reader is important to you. 

The MASS market includes 
60,000 buses . . . 20,000 street- 
cars, trolley coaches and rapid 
transit vehicles. It has 300,000 
workers and a $250 million an- 
nual outlay for maintenance and 
operating materials alone. 

To tap this profitable market, 
use MASS TRANSPORTA- 
TION, the magazine that’s read 
most and enjoyed most by the 
men that count most.* A.9645 








*Write for proof of this statement. 
See SRDS, 21. Or write for rate card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL. 


a oe aba 
1904 golden anniversary 1954 
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trends .. 


make them more saleable. For one 
out of four companies, renewed ag- 
gressiveness has paid off in a high- 
er volume of sales in 1954 than in 
1953. 

Technically, the 
industry will have a lot to report 
in the next few months on new and 
better materials, improved produc- 
tion methods as part of the further 
trend toward automation, all re- 
sulting in products industry and 
the public will want to buy. One 
of every two companies will in- 
IRWIN H. 


metalworking 


troduce new products. . . 
sucH, editor, Steel, Cleveland. 


Sales Efforts Pep Up .. The 
new-order index of machine tools 
has been steadily sliding. The boom 
in machine tools appears to be 
definitely over; and yet, a general- 
ization cannot be made too cate- 
gorically. Some builders are get- 
ting orders in comfortable volume, 
others are beginning to limp. How- 
ever, whether business for some is 
good and for others poor, all ma- 
chine tool builders are increasing 
This in itself is 
a change from previous years when 
the builders pulled in their horns 
at the slightest drop in new orders. 


their sales efforts. 


Expanded facilities, need for keep- 
ing their skilled labor force em- 
ployed, the realization of their im- 
portant place in the country’s de- 
fense picture, and financial obliga- 
tions make it imperative for them 
to be actively sales minded. 

There has been no 
drop in advertising, sales promotion 
or sales expenditures such as we 
have seen in the past; on the con- 
trary, many builders are stepping 
up their activities. Leasing of ma- 
chine tools is arousing considerable 
interest, as are traveling demon- 
stration units. More dealers, with 
manufacturers’ support, are hold- 
ing sales and demonstration clinics. 
By and large, the builders’ sales 
and advertising departments are 
well staffed and everything possible 
is being done to drum up business. 

It must not be inferred that ma- 
chine tool builders are hanging by 
their teeth, they definitely are not; 
it is only that business is harder to 
get and they’re not getting as much 


noticeable 


as they did last year. 

One of the big targets for the 
builders’ sales efforts is the re- 
placement market. The country’s 
metalworking plants are loaded 
with antiquated mossbacks which 
should belong in museums. Almost 
one quarter of America’s much 
vaunted productive capacity is over 
20 years old, some even. older. 
These must be replaced with newer 
cost-cutting machines which can 
trim costs and reduce final product 
price. A tremendous market for 
machine tools exists; it is a matter 
of making industry conscious of the 
replacement need. Much has been 
done toward this by the individual 
builders and by the National Ma- 
chine Tool Builders’ Association; 
more needs to be done. 

One of the reasons industry is re- 
luctant to replace worn-out equip- 
ment is the unfavorable tax situa- 
tion. The tax laws are now so set 
up that they financially penalize 
a manufacturer for buying new 
equipment. We may have over- 
simplified the facts, but in essence, 
this is the case. A bill is pending 
before Congress which will, in some 
small measure, alleviate this unfor- 
tunate tax situation, a hold-over 
from the Roosevelt administration. 

Much has been written about au- 
tomation: the method of producing 
parts completely automatically with 
a minimum of labor. While the 
equipment for this purpose is sell- 
ing well, the majority of machine 
tool builders are not too vitally af- 
fected by the spurt in orders for 
special machines. However, even 
standard machines are more and 
more of an automatic nature reduc- 
ing labor costs wherever possible. 
Hydraulic devices, electronic con- 
trols, and push button operation all 
combine to make the modern ma- 
chine tool a highly productive 
and unfortunately, a more costly . . 
piece of equipment. 

However, with the improvements 
in machine tools . . their ability to 
cut costs of labor and production . . 
combined with aggressive selling 
tactics, the machine tool builders 
should be able to enjoy pleasant 
business conditions throughout the 
year, with a possible healthy upturn 
in the fall. WM. F. SCHLEICHER, 
editor, Machine & Tool Blue Book, 
Wheaton, III. 


Continued on page 24 








PIT AND QUARRY j/ins 


1953 PUBLIC INTEREST AWARD 
of the National Safety Council 





Scale 





——_— 
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Walter E. Trauffer (right), editor of PIT AND 
QUARRY, accepts from Ned H. Dearborn, 
president of the National Safety Council, the 
1953 Public Interest Award. One of the few 
heavy industry publications so honored, PIT 
AND QUARRY has been several times winner 
of this award ‘for exceptional service in pro- 


moting safety.” 


How PIT AND QUARRY builds Readership through Industry Service 


Here's another example of editorial and industry leadership. leadership means more productive advertising readership. 

Proof of PIT AND QUARRY'S effectiveness is found in its 

high editorial interest, highest subscription price, plus highest Here’s one industry where you can make sales now. The 

advertising volume—for 15 consecutive years. market for your equipment in this 3 billion dollar field is 
wide open—the demand for the industry’s products is greater 

PIT AND QUARRY 's editors know the industry—know the than ever before, and the PIT AND QUARRY reader is a 

men in it. They travel extensively to give readers first-hand, bigger buyer of equipment than ever before. 

on-the-spot reporting of plant expansion and modernization, 

engineering data and other information to help readers operate This is a basic industry—basic to all other industry—and PIT 

their plants successfully and profitably. More effective editorial AND QUARRY is the basic magazine in the field. 


The Basic Magazine in a Basic Industry 


Construction is basic to the nation’s economy. The 
high level now maintained is making little dent 
in the tremendous backlog of badly needed high- 
way building and other “big” work. The need is 
tremendous for sand and gravel, crushed stone, 
cement, lime, gypsum, asbestos and many other 
products produced by the readers of PIT AND 
QUARRY. 


The future of the PIT AND QUARRY industries 
is superb. Second only to the mushrooming oil 
and gas industry, in rate of growth among all 
natural raw materials, the nonmetallic-minerals 
field produces an annual tonnage greater than 
coal and all the metals combined. CONCRETE MANUFACTURER © CONCRETE INDUSTRIES YEARBOOK 


PIT AND QUARRY e PIT AND QUARRY HANDBOOK 
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FOR ONLY PENNIES 
WITH VIEW-MASTER 


On counters, at displays, wherever 
people stop to look, shop, decide, 
buy...your most potent selling aid 
is full color 3-D pictures. View- 
Master gives you the gold mine of 
3-Dimension selling at unbelievably 
low cost!* Story-telling View-Mas- 
ter reels provide “sequence selling” 
—7 pictures and captions on one 
continuous reel. Compact—easy to 
carry and show. Write today. Learn 
how View-Master gives you amaz- 
ing sales results for pennies instead 
of dollars! 

"One firm has saved $77.25 per unit by 
converting to View-Master! 


NEO-PHOTO, 33 West 46th St., New York, N. Y. 
Phone: Plaza 7-8566 


TRI-ADS COMPANY, 1027 N. Western Ave 
Hollywood, Calif. Phone: Hollywood 3-5787 


MID-STATES VISUAL SALES COMPANY 
437 N. Clark St., Chicago 10, Illinois 
Whitehall 4-2555 


STEREO 
SELLING 
eo 
aS*e’\ PICTURES 
s NY a 
i 
a, @® Sawyer's Inc. 
2 SE NE EE AT 
SAWYER'S INC., Dept. IM 
Portland 7, Oregon 


Please send information obout View-Master three- 
dimension pictures for commerciol use. 


Company Nome 





Address 





Fo oe oe oe ey 


Zone State. 








% By Position 
®ea we ee ee eee 
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_ in the steel market. 


en es es ee ee et ee 


trends e e begins on p. 18 


Steel Hit the Bottom .. Metal- 


working industry trends are often 
found in steel industry trends. Steel 
firms hit the bottom for order vol- 


ume in the recent recession about 


mid-March or early in April. Since 
that time the number of new orders 
has been increasing. 

The recent boost in wage and 
fringe benefits and the hike in steel 
prices do not disclose any weakness 
The higher 
prices will stand a test later this 
year when a stronger steel demand 
market is expected. A significant 
pickup in steel production will come 
in September, October and Novem- 
ber. 

In the other metalworking fields 
the trend is toward a slow summer 
followed by definite and significant 
improvement in new orders, ship- 
ments and production. The “great” 
inventory correction which caused 
the bigger part of the business re- 


| cession in the heavier industries, is 


petering out. By September most 
people will have cut their stocks 
about as much as they dare to. . 
and still meet competition and cus- 
tomer demands for quick shipments, 
new products and _ personalized 
service. 

Consumer buying has more effect 
on durables than generally sup- 
posed. Total spending is now on the 
upgrade and is only a few percent- 
age figures below a year ago. The 
government has an easy money 
policy. Defense appropriations may 
be down but actual spending in the 
current fiscal year will probably in- 
crease. International conditions are 
the most explosive in years. For 
that reason we can expect a month 
to month check on our defenses. 

Construction shows no sign of 
falling off this year. It has been a 
mainstay in general business condi- 
tions. It is now as big if not a big- 
ger support for the metalworking 
field than the automobile makers 
(who have “aken 20% of steel 


| made). 


General machinery sales. will 


| perk up later in the year as firms 
| strive to reduce higher wage costs. 


New products as well as new tech- 
niques will be more numerous this 


| year. 


Basic growth over the next sev- 
eral years will require a better bal- 
ancing of steel finishing mills with 
the tremendous increase in ingot 
capacity. Maintenance repair and 
replacement bills alone in the steel 
industry will run as much as $1 bil- 
lion a year. This figure does not al- 
low for expansion of finishing facil- 
ities to take care of population and 
industrial growth. . . TOM CAMPBELL, 
editor, Iron Age, New York. 


More Die Castings . . Sale of pre- 
cision types of castings follows 
closely the trends in sale of durable 
goods, since castings are produced 
only as components. When automo- 
bile output declines, the production 
of die castings and permanent mold 
castings can be expected to follow 
suit. 

However, it can be demonstrated 
that regardless of the general sales 
picture for cars, appliances or other 
major users of die castings, these 
advanced types of castings will rep- 
resent a larger percent of the total 
tonnage of castings used in 1954 and 
1955. 

With skilled labor costs rising, 
buyers are showing a definite in- 
clination to purchase castings that 
are formed close to finished dimen- 
sions in order to save expensive 
machining and processing. 

For example: 

1. Die castings and permanent 
mold castings which accounted for 
61% of all aluminum castings 
shipped in 1951, now account for 
more than 71%; 

2. Of all zinc formed into struc- 
tural or mechanical components. 
about 98% is die cast; 

3. Magnesium die castings have 
multiplied 16-fold since 1947 to 
jump from one of the smallest to 
the third largest use of this light 
weight metal. 

During early 1954, tonnage of die 
castings produced declined some- 
what from the comparable 1953 pe- 
riod, but it can be pointed out that 
last year saw an all-time record 
output in excess of 748,600,000 
pounds of zinc, aluminum and mag- 
nesium die castings . . nearly 200,- 
000,000 pounds ahead of 1952 and 
70,000,000 pounds ahead of the pre- 
vious peak year, 1950. 

Biggest factor in the increase of 
die casting tonnage during 1953 was 

Continued on page 28 





One of a continuing series entitled—"The Reader is the Most Important Man to Both of Us.” 


“On-The-Job” 


During the past 20 years The Oil and Gas Journal has 
supplied many thousands of photographs to our ad- 
vertisers, showing their equipment installed in field or 
plant service throughout our industry. These 8 x 10 
equipment photographs cost us about $60,000 during 
the past 5 years, but all were furnished free to our ad- 
vertisers to help them in preparing more effective sales 
messages to the men most important to both of us: your 
customers, our readers. 


This service continues. Our roving photographer is in 
the fields and plants constantly, searching out new in- 
stallations, new equipment, the unusual and the repre- 
sentative in all phases of the great oil industry. Our 
editors give him assignments, too, and use hundreds of 
his photographs. The photographic files built up 


Photographs 


through this continuing service comprise a comprehen- 
sive collection of oil-industry photographics. We be- 
lieve it is the only such that embraces all aspects of the 
industry. 


These photographs, furnished without charge to our ad- 
vertisers, are first cleared for advertising use. 


This is just one of many advertising services the Journal 
maintains in our continuous program of encouraging 
and helping our advertisers prepare more salesworthy, 
more effective copy. It’s part of our program of build- 
ing readership in our publication, because better adver- 
tising pages work hand in glove with better editorial 
pages in building the readership so important to both 


PETROLEUM PUBLISHING COMPANY, Inc. 


211 SOUTH CHEYENNE, TULSA, OKLA. 
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TO BLOW A WHISTLE — and for other purposes — food plants spent $2,237,000 last year for 
air compressors. To carry air (and other things), $4 million for hose. They spent $25 million for 
motors, hitched them to compressors (and other things) with $4 million worth of new V-belts 
and couplings. Food plants huy almost everything. Ask us for figures on your product. 


.. they even blow a little on whistles — 


One of our favorite stories in guess-which 
magazine concerns a plant bottling syrup a 
mile a minute. The cap-feed kept jamming — 
and hundreds of capless bottles would head for 
the labeler. Manager was a cool one, though. 
Instead of hiring a guy to keep an eye on the 
cap-feed, he bought himself a police whistle. Put 
the whistle on one side of the cap-feed and an 
air-jet on the other. Cap-feed full — silence. But, 
gap in the cap-feed . . . twe-e-e-et! 


* * * 


Yes, they even blow a little on whistles, these 
food plants. Food plants buy almost everything. 
And if you’re not so sure they buy your product 
... Well, we are. For food plants are manufac- 
turers. They buy what all manufacturers buy. 
They buy more than most —blowing 20 billion 
dollars a year. (For a few little multi-million- 
dollar examples, see photos. ) 


And, unique among industries, this market 
must grow. For people must eat; there never 
were so many people—and you haven’t seen 
anything yet. 


* * * 


We say you can grow with this industry. Our 
files are crammed with figures like those above 
... probably one for your product. Why not 
check with us? Unless our readers are mere 
backslappers, we’re something of an authority. 
F0oD ENGINEERING has the most subscribers .. . 
wins every industry-wide readership poll... 
carries the most advertising among industry- 
wide food-plant magazines. And many adver- 
tisers who want inquiries say FE pulls best. 


Let’s talk. Subject of conversation: Your prod- 
uct’s place in the food industry — and how to put 
it there. 


food’s hot ... one of your 


hottest industrial markets 


D> @ 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


READ BY THE MEN WHO BUY THE PRODUCTS TO RUN THE PLANTS THAT FEED THE WORLD 
Plants producing Baked Goods * Beer, Wine » Milk, Milk Products © Meat, Fish, Poultry * Processed Fruits, Vegetables * Grain Products » Confections * Sugar * Soft Drinks © and all other Processed Foods 
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the automatic transmission, built 
of aluminum die, per- 
manent mold and plaster mold cast- 
ings. Acceptance of the automatic 
transmission by the public calls for 
increasing use of this mechanism, 
with the result that enough more 
precision castings will be used to 
offset any decline in future require- 
ments for die castings due to a re- 
duction in total number of cars pro- 
duced. 
Other 


principally 


important factors affecting 
marketing of types of 
castings include: development and 
perfection of new techniques such 
extension of the 


precision 


as shell molding; 
usefulness of present casting meth- 
ods by research ta permit econom- 
ical production of brass or iron die 
castings; determined effort of job- 
bing foundries to find new markets, 
such as the study now being made 
by the investment casting industry 
to expand its sales in the industrial 
field. . . DAvID w. veEIT, editor, Pre- 
cision Metal Molding, Cleveland. 


West Resists Dip . . Metalworking 
is a relatively new industry in the 
West, where the industrial economy 
was largely until the 
great influx of people started in the 
thirties. The result is that in the 
West metalworking employment 
made a gain between the two cen- 
suses of manufactures of 1939 and 
1947, of 182%. This growth has con- 
tinued, with the result that from 
1947 to 1953, western metalworking 
sustained a further employment 
gain of 102% .. and a 38% gain in 
the last two years. 

Despite the West’s much faster 
rate of growth, it has resisted the 
current national “dip” more strong- 
ly than have most other sections of 
our economy. California metalwork- 
ing employment was down only 
4/10 of 1% in March, 1954, as com- 
pared with March, 1953. This com- 
pares with an over-all national drop 
during the same period of 7.8% 
Also significant is the changing 
character of western metalworking. 
As population so does 
metalworking manufacture in the 
original equipment industries. In 
1951, Standard Industrial Classifica- 
tions 33 and 34... primary and fab- 


extractive 


increases, 


ricated metals accounted for 
32° of total western metalworking 
employment, whereas in 1953 they 
accounted for only 25%. This tran- 
sition of course is of considerable 
interest to firms who sell largely to 
original equipment manufacturers. 

The future growth of western 
metalworking is assured by the 
population increases which are be- 
ing made in the West. The area 
west of the Continental Divide 
gained 72.39% in population from 
1930 to 1950, which compares with 
an increase of 18.3° east of the Di- 
vide during the same period. Cur- 
rent projections place California’s 
population, which in 1950 was 10,- 
500,000, at 27,500,000 within fifty 
years. ROBERT C. JOHNSON, pub- 
lisher, Western Metals, Los Angeles. 


Raw Materials Can Be Had. . 
The outlook for the coming year 
appears to be very promising, bar- 
ring unforeseen global develop- 
ments, except in the case of nickel 
and nickel chemicals. The hectic 
and often frantic scramble for 
scarce materials during the height 
of the Korean hostilities, which will 
long be remembered, appears to be 
a thing of the past and industry’s 
problem will be to sell the finished 
product, not to obtain the raw ma- 
terials. 

Steel, aluminum and copper, the 
basic metals, are in excellent sup- 
ply, as are zinc, lead, tin and cad- 
mium. Prices general, 
dropped as we predicted a year ago. 
The availability of these metals has 
contributed to an easing in the 
equipment situation, resulting in 
quicker deliveries by 
Long postponed plant improvements 
are now being scheduled, therefore, 
with reasonable certainty of being 
completed on time. 

Especially in the East, a number 
of importers have begun to exhibit 
a new interest in the needs of the 
plater, searching out foreign stocks 
and suppliers of the staple chem- 
icals for sale in the U. S. market at 
competitive prices. Cyanides, nickel 
salts, and anodes are arriving of 
sufficiently high purity to meet 
plating requirements as_ to 
quality. 

The supply situation, with respect 
to nickel salts, has improved to a 
very noticeable degree and it is not 

Continued 


have, in 


fabricators. 


most 


n page 32 





gx went Ww 


Reinet 


petroleu™ 


Editorial excellence which merits the high readership 
PETROLEUM REFINER receives was evident in Industrial 
Marketing’s Annual Editorial Achievement Competition. 
The REFINER was cited for “the best single issue devoted 
principally to a single theme” . . . the November. 1953. 
Petrochemical Process Handbook Issue. This issue was 
so well received by refinery men (several thousand 


reprints were requested) that another Petrochemical 


Issue will be published in December. 


Recognized Editorial 
Excellence Assures 
High Readership 


REFINER has been giving comprehensive editorial 
coverage of petrochemicals since 1942... the quality 
of editorial attention which has made REFINER the 


fastest-growing publication in the oil industry. 


This type of job-help content in REFINER assures 
high readership among the more than 14.006 men who 
. .. the same men who are 


pay to read REFINER monthly 


known to influence 98% of all refinery purchases. 


Write today for your personal copy of PETROLEUM REFINER’S 


award-winning NIAA Market Data Book .. . a 


comprehensive, easy-to-read report on the activities within 
this billion-dollar annual market. Address your request 


to any office listed below. 


FIRST Chotce of Orclmen 


GULF PUBLISHING COMPANY 


Apecialized PEROLEUM Siblications 


Houston (6), 3301 Buffalo Drive, LY-4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
Cleveland (15), 1010 Euclid Avenue, Main 1-2550 
Tulsa (3), Hunt Building, 3-1844 


Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 
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call you push a Dutton 
and bump your CPI" prof 


Better than that! Somebody else will do it for you. Because today automation 
is industry’s hottest new profit force, and the Chemical Process Industries 

are tailored-to-order for automatic control. 

Fact is, they broke the trail for pushbutton plants a long time ago. 


What’ll it mean? It’s more than mechanization! The automatic factory 
will utilize power and machines to a degree without human control. It’l] mean 
an expanding economy and better living standards, higher output and lower costs. 
It’ll mean bigger plants and bigger demands... more equipment will be needed, 
more raw materials consumed. But get that faraway look out of your eyes 

. it means more sales for you right now in this 
$59 billion producing, $43 billion-a-year spending market. 


Want a reason why? Look at Business Week’s report on Tomorrow’s Management 
... ‘toa large extent automation already exists in some process plants 

..alabor content as low as 10 percent ...atrio of new chemical plants 
with a capital investment of several million dollars 

.. a few hundred men run the entire integrated operation.” 


Want more? See what these process plant operators are up to now. 

Look at these reports from CHEMICAL ENGINEERING on... Rubber By Pipeline 

—New Silica Brick By Pushbutton—Industry Hires Captain Video. 

Take a good look at this workbook .. . at the production-loaded editorial content 
. at the how-to, show-where journalism that more chemical engineers 

pay for and prefer to any other magazine in this bustling market. 


How about it? Want a way to put that “Look, Boss, no hands!” 
touch in your own CPI selling? 

Try the chemical engineer’s business paper 

... your salesmen will love it! So will you 

when you begin to feel the boost from this low cost, 

high readership advertising . . . the kind 700,successful CPI sellers 
know pays off best . . . ia CHEMICAL ENGINEERING. 


CHEMICAL PROCESS INDUSTRIES 
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PUSHBUTTON PLANTS: WHEN AND HOW 
—A close-up of the fully automatic CPI factory 
from CE’s classic Process Instrumentation re- 
port. Tells what automation means —its CPI 
progress, present possibilities, future potentials 
— plus a provocative glimpse at the impact on 
society, industry and your process markets. 


WHAT ONE REFINERY BUYS -—Here’s the 
second in CE’s continuing series of buying stud- 
ies... the story of purchasing and specifying 
practices ina large refinery... who buys—what 
products —how much—how bought ...a case 
history from interviews in the plant and home 
office of a leading oil company. 


CHEMICAL PROCESS FLOWSHEETS — 150 
detailed diagrams ... from abrasives to zine 
oxide ...a whole book full of basic CPI opera- 
tions that show where your equipment and 
materials fit in process plants. 


BESIDES THESE, your CE representative has 
other aids to suit particular product needs and 
augment CPI planning. Tell him your sales 
problem ...or write direct to CHEMICAL ENGI- 
NEERING’s Research Department. 


Big Hee rs a a 
more engineering-minded production men read it... 
more advertisers invest more pages init... 
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Publication, 330 West 42nd Street, New York 36, N.Y. 





YOUR TARGET... 


THE $0 TH is your 


BIGGEST MARKET* 
quae 
textile 
¢ 


covers it like a blanket! 








Textile Bulletin is the only exclusively 
Spin-Weave journal of the textile 
industry. 


It is edited solely for the men who own 
and operate Southern mills . . . deals 
only with problems and _ conditions 
which exist in Southern Spin-Weave 
mills and processing plants. The South- 
ern Slant is a precious plus ... found 
only in Textile Bulletin. 


Textile Bulletin gives complete—100% 
—coverage of the South’s Spin-Weave 
mills and their dyeing and finishing 
plants. 


poems §=SPECIAL NOTE! 


If you sell the whole textile field 


COMBINATION RATES 


for Textile Bulletin and the Knitter 
will save you even more. Write us 
for details. 








CLARK 
PUBLISHING 
COMPANY 
CHARLOTTE 
NORTH CAROLINA 


*The Southern Spin- 
Weave market alone 
accounts for more 
than 75% of the 
total Spin- Weave in- 
dustry in the United 
States. 
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believed that the recent removal of 
governmental restrictions on end 
use will have more than a very 
transient effect. Born of necessity, 
improved conservation practices 
such as better draining of plating 
racks and employment of recovery 
rinses have shown operators that 
they can get along very nicely on 
less than they had previously con- 
sidered their irreducible minimums. 

Industry is now resigned to the 
fact that the nickel anode situation 
is going to improve very, very 
slowly and is operating accordingly. 
At present, about 40% of base pe- 
riod use is all that can be hoped for, 
if distribution of available supplies 
is equitable. With the use of a 
heavier undercoat of copper, of 
which there is now no shortage, we 
should be able to manage fairly 
well, although not as well as we'd 
like to. 

The use of vacuum metallized fin- 
ishes is increasing and since most of 
this type of finish is being deposited 
on plastic products to give a metal- 
lic appearance, the increased use of 
this type of finish has not materially 
affected the plating industry and 
will ultimately enlarge the field for 
metallic coatings. 

On the lacquering and painting 
side we can anticipate further de- 
velopment in airless, high tempera- 
ture, and electrostatic methods of 
application. PALMER H. LANGDON, 
editor, Metal Finishing, Westwood, 
N. J. 


Move Toward Automation . . 
More importance and more execu- 
tive attention are being directed to 
surface conditioning and_ surface 
protection of parts and products 
made of steel, aluminum and mag- 
nesium. An attractive surface ap- 
pearance and durability are de- 
manded by end users of these prod- 
ucts. Vastly improved materials and 
facilities have been developed and 
made available for this final phase 
of production, and more manufac- 
turers are making use of them 
often on quite an elaborate scale. 
The trend in metal cleaning and 
finishing . . where volume produc- 
tion is involved . . is rapidly mov- 
ing toward automation. Parts are 


placed manually or mechanically on 
a conveyor which carries them 
through all operations included in 
the process cleaning, chemical 
surface conditioning, dry-off, appli- 
cation and drying of the paint, lac- 
quer or enamel coating . . after 
which they are delivered to unload- 
ers, inspectors and packers. 

The automatic process, occurring 
in an area of perfectly controlled air 
conditioning, delivers its output at 
a steady rate of speed with a mini- 
mum of waste and in a condition of 
perfectly uniform quality to meet 
whatever specifications or require- 
ments may be demanded. More of 
this is ahead wherever volume pro- 
duction is now under way or being 
planned. . . w. H. ROHR, president- 
editor, Industrial Finishing, Indian- 
apolis, Ind. 


Supply Balanced Demand .. 
Foundry operations during the first 
half of this year were curtailed by 
lighter needs of consumers of cast- 
ings. Shipments also were affected 
by a further reduction in users’ in- 
ventories as supply more than bal- 
anced demand for the first time in 
several years. 

Reflecting the absence of forward 
buying, unfilled orders of foundries 
by midyear were off 40 to 60% 
compared with 12 months earlier. 
However, all indications pointed to 
a reversal in the downward trend in 
sales and production during the 
second half. 

Trends in use of castings recently 
have been mixed. Brisk construction 
activity has held demand for cast 
iron pipe close to the 1953 level. On 
the other hand, shipments of steel 
castings to railroads recently have 
been at less than one-third of last 
year’s pace. Defense requirements 
of steel castings also are down con- 
siderably, but sustained needs of 
aluminum castings for aircraft work 
have helped to keep total activity in 
the light metals at a relatively high 
rate. 

Steady progress continues to be 
made in the foundry industry in the 
development and application of new 
casting processes and in the use of 
more efficient equipment. These 
including shell mold- 
ing, high-pressure molding and D- 
process molding . . still are in the 
early stages of development. While 


Continued on page 33 
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marketing files 


Here are 12 factual answers to the questions 
that arise at media scheduling time and dur- 
ing discussions of major buying influences 
and markets. Perhaps you've been wondering 
about the growing importance of the tool 


THIS ‘FACT FILE’? ON 


JuToo! 


Engimeer 


GIVES YOU THE ANSWERS 
YOU NEED-QUICKLY 


engineers and how to reach them most 
effectively and economically . . . on this and 
the opposite side are the answers. They should 
be most helpful at 1955 media scheduling 
time. 


DATA ON THE TOOL ENGINEER=THE MAN 


] WHAT IS A TOOL ENGINEER? 


He is the man who plans and equips the processes 
of manufacture for all types of industry. He selects 
or specifies all the equipment, machinery, tools, 
component parts, processes—everything it takes to 
turn out the end product. 


f) 
4. WHAT INDUSTRIES IS HE IN? 


He can be found in each and every type of indus- 
try. He is especially active in’ metalworking, 
specifying products and processes like: 


Materialworking Equipment 
Casting 

Inspection and Control 

Materials 

Materials Handling Equipment 
Joining 

Heat Treating 

Finishing Equipment 

Tools and Accessories 
Miscellaneous Parts and Accessories 


2 
~ HOW CAN HE BE IDENTIFIED? 


His tithe may be any one of hundreds. To name 
a few: 
e President 
Process Engineer 
Manager of Quality Control 
Consultant 
Tool Engineer 
Product Engineer 
Production Manager 
Methods Engineer 
Vice Pres. in Charge of Manufacturing 
Manufacturing Engineer 


But a tool engineer can be identified — by his 
membership in the American Society of Tool 
Engineers. 


4 HOW DOES THE ASTE HELP? 


It helps the tool engineer by helping him become 
a better tool engineer: by performing valuable 
services for him, by helping to keep him up-to-the- 
minute in his ever-changing profession. It accom- 
plishes this through monthly meetings of the 115 
local ASTE chapters, technical sessions, national 
expositions, publication of data sheets on indivi- 
dual products and processes, on-campus confer- 
ences, plant tours, the Tool Engineers Handbook 
— and, the publication of a monthly magazine 
devoted to tool engineering exclusively. 


It is here that the ASTE can help you: 
Through THE TOOL ENGINEER Magazine you 


can reach and influence the nation’s multi-titled 
tool engineers. 


MAGAZINE HELPS 
TOOL ENGINEERS 
-.. AND YOU——“> 


YFINION]A TOOL FHL 





THE TOOL ENGINEER 


These facts can 
make 1955 your 


biggest year yet 


DATA ON THE TOOL ENGINEER=-THE MAGAZINE 


(SEE FRONT S10 €) 


WHAT IS THE TOOL ENGINEER 
MAGAZINE? 


It’s the magazine of tool engineering—published 
monthly by the tool engineers’ professional society, 
the American Society of Tool Engineers. 


WHO READS IT? 


The nation’s tool engineers—the men who plan 
and equip all industry (see other side). 


Over 73 percent of these readers are in the metal- 
working market’s most important category: 
“Manufacturers of Assembled Metal Products, 
Equipment, and Machinery” (as classified by 
Audit Bureau of Circulation, Dec. 31, 1953). 


WHAT DO THEY LOOK FOR? 


Tool engineers look for new ideas. They find a 
wealth of them in the editorial pages of THE 
TOOL ENGINEER. The advertising pages, too, 
are a rich source in their quest for new ideas. 
TO INFLUENCE TOOL ENGINEERS THROUGH 
YOUR ADVERTISING—present your product in 
terms of its “idea” value: how it will cut costs, 
increase production, solve a problem, improve 
quality of output. 


WHAT IS ITS 
EDITORIAL COVERAGE? 


Everything related to tool engineering: new tech- 
nical ideas, new production techniques, design 
trends, case histories from industry (how others 
have solved crucial problems), new products and 
processes. ete. In addition to “how-to” and new- 
idea feature articles, each issue covers all the 
news of tool engineering and its people. 


WHO PREPARES 
EDITORIAL MATERIAL? 


Tool engineering authorities from the nation’s 
leading industrial plants are directly responsible 
for the many exclusive, timely articles that appear 
each month. Other features, and all news coverage, 
are prepared by THE TOOL ENGINEER’s edi- 
torial staff, each member of which is trained and 
experienced in writing for the specialized tool 
engineer audience. 


HOW MANY SUBSCRIBERS? 


ABC Statement, Dec. 31, 1953: 27,118. This is 
an 18% increase over the six-month period of the 
previous year. Over the years, the trend upward 
has been steady, significant. 


WHERE DO THEY READ IT? 


Over 80% receive it at home, where they can de- 
vote the utmost time and attention to it. This at 
their own request. 


HOW MANY ADVERTISERS, 
ADVERTISING PAGES? 


(a) For 1954: Over 450 advertisers will be in on 
a regular basis. 


(b) For 1953 (latest available figures): 2,081 
pages of advertising. Increase over previous year 
was 244 pages, or 12%. Like “circulation” and 
‘number of advertisers,” actual page gains reflect 
a consistent growth trend over the years. 


To interpret for 1955 all the above data: 


The tool engineer has always 

been a key man in industry. 

Today, he’s more influential, 

more important, than ever be- 

fore. Every day, more and 

more advertisers are recogniz- 

ing him for what he is in fact: 

‘ their No. 1 buying influence. 

JS ; And—there’s only one *“*mag- 
azine of tool engineering.” 


If you'd like more detailed information on the tool 
engineer and his magazine, write for your copy 
of our new Market and Media File — or call in 
THE TOOL ENGINEER representative nearest 
you: offices in New York City, Detroit, Chicago, 
Cleveland (Berea, O.), Los Angeles. 


Publication of the 
American Society of Tool Engineers 
ASTE Building 
10700 Puritan Ave., Detroit 38, Michigan 
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the eventual extent of their use re- 
mains to be determined, they al- 
ready give evidence of broadening 
the market for castings because of 
certain inherent advantages in the 
characteristics of their end product. 

Automatic operation is the out- 
standing feature of newer types of 
foundry equipment. This is accom- 
panied by a further reduction in 
manual effort required in the major 
foundry operations. Net result is a 
continuation of the downward trend 
that has prevailed the last ten years 
in man-hours required per unit of 
production. WILLIAM G. GUDE, 
managing editor, Foundry, Cleve- 
land. 


Production Costs Reduced . . The 
most significant basic trends, today, 
in mass production metalworking 
(not metal producing, not general 
metalworking) are the consolida- 
tion of capital and the attendant ex- 
pansion of, and investment in, pro- 
duction facilities. 

Manufacturers find themselves 
pinched between the laborer who 
calls for a higher wage, the stock- 
holder who calls for a substantial 
dividend, and the ultimate consum- 
er who is asking for more goods at 
less cost. The recent mergers of the 
independent motor car companies 
enable manufacturers to automate 
their plants . . and thus reduce pro- 
duction costs, their major remaining 
so that they 
may compete with the already es- 
tablished leaders in the mass pro- 
duction of automobiles. 

The investment in assets per em- 
ploye in the auto industry in 1953 
was somewhat over $8,000. In 1954, 
we have seen a truly tremendous 
expansion of plants and production 
facilities with no relative increase 
in number of employes . . an indi- 
cation of the new era in mass man- 
ufacturing, an era in which direct 
labor costs are kept at a minimum 
and which will see a tremendous 
increase in investment in direct pro- 
duction facilities. 

During World War II, production 
miracles were being wrought in 
terms of speed with which the ar- 
ticles of war were mass produced. 
Today, the emphasis is on cost re- 
duction and quality control, or, a 


area of cost control . . 


word we are hearing more and 
more often . . “qualimation.” There 
is no doubt that this new emphasis 
in mass production will cause great 
changes in the American economy 
as a whole, both in the immediate 
future, and for many years to come. 

THOMAS R. BRAMSON, assistant to 
the publisher, Production, Birming- 
ham, Mich. 


Old Equipment Replaced . . The 
metalworking industries promise to 
continue to operate close to the 
mid-1954 level at better than 
three times the prewar rate and 
40° above the 1947-1949 volume. 
This year they will do a business 
amounting to $95 billion, represent- 
ing the largest single segment in 
American industry. 

Dollars 
metalworking 
new plant and equipment will be 
about 10° more than in 1954, when 
the outlay was above $3 billion. 


paid out this year by 


manufacturers for 


These well-defined trends are 
discernible in metalworking: (1) 
development and marketing of new 
products, and the redesign of old 
almost unprece- 
intensive 


products, on an 
dented scale; (2) 
exploration of old and new markets 
to uncover potential business in ex- 
isting products, both in consumer 
items and capital goods; (3) plans 
of individual manufacturers to get 
a bigger share of the market in their 
particular products, thus intensify- 
(4) consolidations 


more 


ing competition; 
of two or more companies mostly by 
outright purchase with the result 
that the merged organization has 
greater diversification; (5) a _ big 
push on sales, and that means that 
selling must be done by 
trained sales engineers rather than 


well- 


by the old-fashioned type of sales- 
man; and (6) 
sciousness by 


increased cost-con- 
management, with 
more emphasis upon modernization 
and replacement of old equipment. 

The fact is that metalworking 
managements’ are keenly 
aware than ever before of the bene- 
fits flowing from 
placement of old production equip- 
ment. This will be stimulated by the 
passage by Congress of a bill allow- 
ing purchasers of production equip- 
ment to depreciate their investment 
in half the time formerly allowed. . . 
BURNHAM FINNEY, editor, American 
Machinist, New York. s 


more 


regularized re- 





| Technical Putlicity and Cditerial Kelations 


In Industry 


You Can't 
Close a Man 


Who Isn't ‘Hep 


Somehow, your prospect has 

to learn a lot about the theory, 
virtues, limitations, care 

and application of your product. 


Else he’ll never stop talking 
and start acting. 


That's why your field men 

spend so much time with prospects, 
why you have an advertising 
department, and why you publish 
so much literature. 


But beyond all this, the modern 
technical buyer — be he 
designer, production chief, 
chemist, engineer, architect 

or whoever — gets a 

lot of his savvy from the technical 
publications of his profession. 


Working with the business 
paper editors to help them report 
technologies like yours 

— for 23 clients — has built 
this shop to 27 people, every 
account man an engineer. 

Most of our clients have stepped 
up their publicity programs 
well beyond the rate at which 
they began — because they've 
found that they can close more 
business when the prospect is 
“hep” — before the first call. 


Plan a Program 


Don’t you judge publicity as 

a tool of sales — until 

you're “hep.” Lay out a full 
program (not merely an article 
or two.) Then decide. We'll 
blueprint the plan with 

you, for free, if you'll give 

us two hours to ask questions. 


Harry W. Smith 


lacorporated 


NEW YORK 

41 East 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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when machines 
work faster 


and cheaper 


... it saves the day for 
public works engineers 


When cities and counties find better 


and cheaper methods of maintaining | 


pavements ...and PUBLIC WORKS 
reports it. . . that’s money-saving 
news for highway engineers. When 
PW explains new construction 
methods for water mains and sewer 
lines... that shows the water works 
superintendents and city engineers 
what new equipment will do. 


In every phase of their many-sided 
jobs, engineers in cities, counties and 
states get the facts about mechaniza- 
tion and labor-saving machinery in 
PUBLIC WORKS... 
flow of authoritative articles. Only 
PW does such a complete editorial 
job for the men who write the specs 
—and influence the orders—for ma- 
chinery, equipment and materials. 
That's why engineers read it and use 
it more than any other magazine in 
the field . .. why they buy more from 
its advertising pages. 


more pull 


A pipe cleaning company* says: 
“PW brought seven contract 
jobs in a few months” 


Public 
Works 


Most useful engineering 
magazine for cities 
counties and states 








310 East 45th St., 
New York 17, N.Y. 
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in a steady | 


Congress favors planning, but 
gets lost in haggle over census 


By Stanley E. Cohen 


® ONCE AGAIN the experts are ask- 
ing what can be done to win Con- 
gressional support for census work, 
and other statistical programs of 
importance to business and govern- 
ment planners. 

There seems to be general agree- 
ment that analysts should look to 
government for basic statistics es- 
sential for planning purposes. But 
time and again Congress has re- 
fused to follow through with funds 
to put the work on an adequate and 
continuing basis. 

In all honesty, it is foolish to 
charge these set-backs to a few in- 
dividual members of Congress who 
look at statistics as something for 
hobbyists, roughly akin to stamp 
collecting. These individuals would 
be easily over-ruled if it were not 
for the fact that most members of 
Congress feel inclined to let them 
have their way. 

So many 
funds for statistical purposes, that 


agencies compete for 


members of Congress can’t distin- 
guish the conflicting claims. They 
are inclined to conclude that there is 
duplication and boondoggling . . and 
a plague on all their houses! 


Goldmine Is Lost . . The budget 
problems of the federal statistical 
agencies do not lend themselves to 
any magic solution. Time and again 
the statement is made that there 
ought to be one central 
handling statistical work. Under 
such a set-up Congress could vote 
funds, confident that the money 
would go to the 


agency 


most essential 
work, and that there would not be 
any duplicated effort. 

But this solution does not take 
into account the fact that many of 
the most useful reports are merely 


by-products of the administrative 
records of regulatory agencies, such 
as the Internal Revenue Service 
and the Social Security Adminis- 
tration. Special economic surveys 
could be centralized in a single 
agency, such as the Bureau of the 
Census. But that would not change 
the fact that a goldmine of truly 
valuable data is lost because tab- 
ulations from tax returns are fully 
four years behind, and the data col- 
lected by the Social Security Ad- 
ministration is barely being tapped. 


Who'll Close the Gaps? .. Struc- 
turally, the existing set-up is prob- 
ably the only practical solution. As 
it stands more 
agencies are collecting or tabulat- 
ing information, but their work is 
supervised by the Division of Sta- 
tistical Standards of the Bureau of 
the Budget. This division is sup- 
posed to guard against duplicated 
effort, and it is supposed to inves- 
tigate the reliability of all statistical 


now, a score or 


work. 

However there is some feeling, 
even within government, that the 
Division of Statistical Standards has 
betrayed the best interests of gov- 
ernment statistical programs by 
failing to exercise strict control over 
them. 

Recently, for example, Dr. Arthur 
Burns, chairman of the President’s 
Council of Economic Advisors, told 
the Joint Committee on the Eco- 
nomic Report that his staff lacks 
vital information necessary in ap- 
praising rapid shifts in the econ- 
omy. 

He left a clear impression that he 
feels that gaps in the statistical pro- 
grams could be closed if the Divi- 
sion of Statistical Standards as- 
serted itself. The budgetary prob- 
lem might be simplified, too, be- 


ntinued on page 36 





THE DOOR IS OPEN 


TO THE RICHEST MARKET 
IN THE WORLD 


ESTIMATES PLACE 1954 CONSTRUCTION 
ACTIVITY IN THE $40,000,000,000 BRACKET* 


In 1953, an estimated 46.5 billion dollars was spent for new con- 
struction, maintenance and repair. This makes the construction 
industry the largest single market in the United States, surpassing 
even the huge agricultural market. Estimates for 1954 indicate the 
rich market will continue in the 40-billion-dollar class. 














And the door to the construction industry is wide open 
to your advertising message! 


The keys to this door in '54 are the regional Associated Construc- 
tion Publications. Busy construction men take time-out to read 
the pages of their ACP book. There they find where their next 
job will be, how work is progressing on other projects, what their 
competitors are doing, and there they find who sells your equip- 
ment in their territory. 











Associated Construction Publications are “must’’ media for your 
advertising schedule—to keep the door open to the richest market 
in the world. 








THESE KEYS OPEN THE 
DOOR FOR YOU... 


*Estimated volume of 1954 construction 
activity based on Associated General Con- 
tractors of America reports: 


Construction 
The key to 3,241 doors in the rich 
North Carolina, Virginia and West 
Virginia construction market. 


Opens 7,050 doors in the Arkan- 
sas, Eastern Missouri. Louisiana, 
Oklahoma, Mississippi and West- 
ern Tennessee markets 


Minslecipei Valley Contractor 
Opening p pete Southern 


Illinois, Kentucky, Eastern Mis- 
souri, Western Tennessee, North 
Mississippi and Arkansas. 


ee ich 
Sometpanibie ras feet. ” 


Construction Bulletin 
The key to 5,802 doors in the 
West North Central market, with 
circulation in Minnesota, North 
Dakota, South Dakota and Iowa. 


Dixie Contractor 
The key to 5,708 doors in the Ala- 
bama, Florida, Georgia, South 
Carolina and Eastern Tennessee 
construction market. 


New England Construction 
4,480 doors in New England— 
Maine, New fermont, 
Massachusetts, Rhode Island and 
Connecticut opened by this key. 


Opening 3,734 doors in Wisconsin, 
Nerthers Illinois, and Upper 
Michiga 


Construction Digest 
The key to 9,027 doors in the East 
North Central market, with circu- 
lation in Ohio, Indiana, and Illi 


Michigan Contractor & Builder 
The key to 3,363 doors in the ac- 
Bony Michigan construction mar- 

et, 


Rocky Mountain Construction 
The key to 6,137 doors in the Colo 
rado, New Mexico, Utah. Wyo 
ming, Eastern Nevada. Arizona 
construction market 


Constructioneer 
Opens 12,011 doors in the Mid- 
Atlantic area, with circulation in 
New York, Pennsylvania, New 
Jersey, Delaware and Maryland 


Opens 6,308 doors in the Kansas. 
lowa, Western Missouri, Okla- 
homa, and Nebraska construction 
market. 


Southwest Builder & Contractor 
Opens 6,792 construction doors in 
Southern California, Arizona and 
Southern Nevada. 


For facts and data on the keys to the $40 billion construc- 
tion market, or on the key to any part of that market, 
write Gordon Anderson, Secy., 1022 Lumber Exchange 
Bldg., Minneapolis, Minnesota. 
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“From first line 
on blueprint to first 
flow of traffic, 
Civil Engineers 
direct construction 
of New York’s 
Thruway.” 


Says Bertram 

D. Tallamy, 

A.M., ASCE, 

Supt., New York State 
Dept. of Public Works, 
Chairman, New York State 
Thruway Authority 


“Stretching across the Empire 
State, New York’s Thruway will 
stand as a tribute to the ingenuity 
of Civil Engineers. They have 
directed the planning and construc- 
tion of this great project from its 
conception. Representing the State, 
the Thruway Authority, and as 
members of contractor organiza- 
tions, Civil Engineers will continue 
to supervise construction until the 
entire Thruway is opened to traffic.” 


Only CIVIL ENGINEERING 
alone can sell 


37,000 Civil Engineers. 


Here’s why: 


BB civil ENGINEERING is the only national 
periodical published exclusively for Civil 
Engineers. 

90% of CIVIL ENGINEERING’s 37,000 
readers have met the rigid education and 
experience requirements for membership 
in the American Society of Civil Engineers. 


FE CIVIL ENGINEERING‘s authoritative edi- 
torial content is written by top-flight en- 
gineers actively engaged in important 
projects. 


Bish reader interest produces results — 
36,715 inquiries from one issue alone. 


BB advertisers pleased — 91% of 1952's ad- 
vertisers were back again in 1953. 


|S elepbel-t-se-mote-M re lbloret (ae! 
oR-jel-labarmoretom ele aia! 


CIVIL =) 
ENGINEERING 


The Magazine of Engineered Construction 
The American Society of Civil Engineers 
33 West 39th Street. New York 18, N. Y. 
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Washington .. 


cause Congress would come to feel 
that statistical work was organized 


according to a plan. 


Plants Avoid Bombing . . There 
is not much shouting about it, but 
the Office of Defense Mobilization 
is still busily pressing business men 
to get their strategic production fa- 
cilities away from vulnerable tar- 
get areas. While there is no “break- 
up-the-cities” campaign, officials 
are moving on a company-by-com- 
pany basis to be sure that vital in- 
stallations are away from congested 
areas or major military camps. 
Companies are urged to put their 
defense work in remote plants, and 
use the vulnerable plants for less 
essential work. 

As a persuader the government is 
refusing to give tax amortization 
benefits to plants located in dan- 
gerous areas. As a result some 80° 
of the big plants built in 1953 were 
in locations approved by ODM. 
These plants . . 215 of them in all. . 
were valued at $1.7 billion. 

Also on the defense front, Office 
of Defense Mobilization is begin- 
ning to work out plans for “stock- 
piling” of partially fabricated parts 
and tools which would be needed 
on short notice in the event of mo- 
bilization. Selections are based on a 
want list of about 1,000 items 
worked out by the Defense Depart- 
ment, requirements of 
weapons and munitions in each of 
the first three years of war. This list 
has been 


indicating 


translated into motors, 
castings and forgings, and require- 
ments have been balanced against 


ability to produce. 


Scrap Exports Rise . . Exports of 
scrap materials, which had become 
a matter of concern to many domes- 
tic metals industries, are apparent- 
ly beginning to correct themselves. 
Large quantities of steel, 
and aluminum scrap going abroad 


copper 


in recent months were called to the 
attention of Depart- 
ment’s Business and Defense Serv- 
ices Administration. Officials say 
that Italy and Japan, which were 
major buyers, have begun to run 
short of dollars, so the flow of ex- 


Commerce 


ports will being to subside. 


Capehart Stirs Fuss . . Sen. Ho- 
mer Capehart (R., Ind.) _ stirred 
something of a fuss by taking the 
Senate floor to announce that he 
has developed a new “delivered 
price bill” which has the blessings 
of the Eisenhower Administration. 
For nearly six years now, the Sen- 
ator has argued that the anti-trust 
laws should be amended to elim- 
inate any doubt about the right of a 
seller to quote delivered prices, or 
to meet the equally low price of a 
competitor. Once he actually got a 
bill passed, only to have it vetoed 
by former President Harry Truman. 
Originally there was concern that 
the Capehart bills would revive the 
basing point price systems, but the 
Senator says his new bill legalizes 
delivered price only when they are 
issued by an individual company, 
without any element of consultation 
with other industry members. 
While passage of the delivered 
price bill would be a source of great 
personal satisfaction to Senator 
Capehart, the academic 
from the practical standpoint be- 
cause the Federal Trade Commis- 
sion’s present majority agrees fully 
that individual companies can quote 


issue is 


delivered prices, or meet the quota- 
tions of competitors. 


Slump? .. While they are more re- 
served in private than they are in 
public, government economists are 
honestly hopeful that the business 
recession has been licked. Employ- 
ment has turned upward, business 
is good, and the construction boom 
continues to gain momentum. Fore- 
casts of heavy investments in in- 
dustrial plant and equipment have 
held up, and even proven conserva- 
tive. Moreover, the new tax revision 
bill, with its generous provisions on 
plant amortization, should provide 
further support for this kind of 
spending. 

With all this, economists still cau- 
tion that we may not be out of the 
woods. There are still too many un- 
employed, and too many “under- 
employed.” Unless unemployment is 
cut considerably, and average work 
weeks once again climbs above 40 
hours, the employment situation 
could be quite serious when the 
year end slump arrives. « 





TEXTILE WORLD'S 


FACT FILE 


issue works a full year 


for advertisers because it works a full year 





for 25,000 subscribers 


The FACT FILE issue will be in daily contact with 
more mill-management subscribers — including 
overseers and other operating executives — than 
any other textile reference book in the world. As 
an issue of TEXTILE Wor tp, it has the same total 
distribution. 


The Reference Data Section contains short-cut 
tables and charts and other units of useful techni- 
cal and engineering data. The Buyers’ Guide 
Section, with over 2,600 listings classifying the 
products of nearly 2,000 different manufacturers, 
represents a complete market-place. Here is mate- 
rial, all in one convenient spot, to help busy execu- 
tives in their daily jobs. 


Because the FACT FILE issue has a useful life of 
one full year, the longevity of your advertisement 
endures for the same span. 


Your advertisement in the FACT FILE issue is 
right where it can work for you all the time. 


Through full-page color advertisements in every 
issue of TEXTILE WoRLD, readers are conditioned to 
seek, hold, and use the FACT FILE issue. Thus, in- 
directly, your advertisement is being merchandised 
to your customers and prospects on a continuous 
basis. 


Publishing Date Mid-November, 1954 
Closing Date Sept. 15, 1954 


RATES AND SPACE —TW rates prevail and rate is 
based on total space used in that issue and in the other 
twelve. Space used in the FACT FILE issue does not con- 
tribute to the rate earned for regular issues. Any of 
the standard dimensions of space are acceptable. 


TEXTILE WORLD 
FIRST in Circulation 
FIRST in Mill-Management Subscribers 
FIRST in Readership 
FIRST in Advertising Volume 


® ® 








s JETIE Wony 
a 7". 


Pa y : ’.. 


. Sent to ALL TEXTILE Wortp subscribers — approxi- 
mately 25,000 of them. 


. Useful life of one year. 


. The first comparable buyers’ guide with audited 
(ABC) distribution. 


. The onty textile publication of its kind with technical 
and engineering data AND a complete buyers’ guide. 


. The largest and most complete distribution of any 
buyers’ guide in the textile industry. 


. Low cost per unit of distribution. 


. The first comparable buyers’ guide sent extensively 
to overseers and other similar operating executives 
with buying influence. 


. A long-lived sales helper; in daily contact with more 
mill-management subscribers than any other textile 
publication in the world. 


TEXTILE WORLD'S 


FACT FILE. 


ISSUE 
A McGraw-Hill Publication, 330 W 42nd St., New York 36, N.Y. 
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CwWs 


of industrial sales and advertising 


Three publications quit ABC 


‘Iron Age,’ ‘Paper Industry,’ 
‘Machinery’ decide to 
subscribe to BPA exclusively 


® NEW YorK .. Three business pub- 
lications two here and one in 
Chicago have resigned from the 
Audit Bureau of Circulations. 

The disaffiliation of Machinery, 
an Industrial Press publication, has 
been followed by similar action on 
the part of Iron Age, a Chilton pub- 
lication. Both publications gave as 
their primary reason the fact that 
the Business Publications Audit 
now is providing an audit of both 
paid and non-paid circulation. 

In Chicago, Paper Industry said 
it had resigned from ABC last June 
30 and joined BPA that same date. 
Reason given for the switch was to 
enable Paper Industry “to give ad- 
vertisers 100% coverage of all pa- 
per mills” and a more complete 
“penetration of buying factors” in 
these mills than was believed pos- 
sible under ABC rules. 

In a letter to ABC, George Hook, 
publisher of Iron Age, said, “Until 
recently Iron Age had no choice 
but to subscribe to both audits. But 
in the light of recent developments 
a choice now is not difficult to make 
because it i. dictated by the desires 
of advertisers and agencies as ex- 
pressed in resolutions of the Na- 
tional Industrial Advertisers Asso- 
ciation and of the American Asso- 
ciation of Advertising Agencies.” 

After outlining the resolutions, 
Mr. Hook’s letter continued, “The 
ABC has denied the first request, 
that of providing a complete audit. 
The BPA, however, has made a 
complete audit available to publica- 
tions with the second class mailing 
privilege by means of its ‘Form B.’ 

“The second request . . for stand- 
ard code classification . . has met 
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Sales License . . 


ping @ All 


with no success in the meetings 
sponsored by an NIAA committee 
with ABC metalworking publica- 
BPA metalworking publica- 
tions, however, have unanimously 
endorsed usage of the standard code. 

“In short, the BPA audit now 
provides exactly the service desired 
by advertisers and agencies.” 

Machinery’s 
preceded that of Iron Age by only 
a few days, was accompanied by a 
similar statement issued by Robert 
B. Luchars, president of Industrial 
Press. Said he: 

“ABC has refused to furnish an 
audit of that part of our circula- 


tions. 


resignation, which 


tion which we believe to be of great 
value. Moreover, Machinery has 
been a member of BPA for many 
years, and BPA is now auditing 
both paid and non-paid circulation.” 

Iron Age is a charter member of 
ABC, while Machinery has been 
affiliated for more than 25 years. 


‘Modern Windows’ is new 
Cantor publication 

® NEW yorK .. A new business 
publication, Modern Windows, pub- 
lished its first issue in July. 


The new publication is devoted 
to the market for storm windows 
and doors, permanent awnings and 
jalousies. It is published by Cantor 
Publications, New York, which also 
publishes Flooring & Roofing and 
Siding & Insulation. 


Jones & Lamson offers tool 
lease with C. I. T. financing 

@ SPRINGFIELD, VT. Another big 
machine tool builder Jones & 
Lamson Machine Co., Springfield . . 
has jumped on the tool lease band 
wagon. 

Jones & Lamson announced it will 
have a “true lease plan” running for 
periods up to nine years, a leasing 
plan permitting an option to buy 
and an installment financing plan 
with five-year terms. 

One difference between Jones & 
Lamson’s tool lease business and 
the other lease plans that have 
sprung up in the last year or so is 
that Jones & Lamson has C. I. T. 
Corp., big industrial financing com- 
pany, handling its financing. 

The other machine tool makers 
who have lease plans, so far as is 
known, are handling the financing 
with their own money or through 
their banks. The first big company 
to announce C.LT. financing for the 
lease of an industrial product was 
Yale & Towne Mfg. Co., Philadel- 
phia. The company launched its 
lease program more than a year ago 
(IM, March, 53). 

A news release announcing the 
Jones & Lamson plan appears to 
take issue on the leasing-taxes 
question with Kearney & Trecker 
Corp., Milwaukee, one of the most 
promotion minded among compa- 
nies having lease plans (IM, May). 

Jones & Lamson’s “true lease” 
plans include no option to buy the 
rented machine. The user can offer 
to buy at any time, but the company 
has made no agreement to sell. Such 
an arrangement is a true lease, ac- 
cording to the company, and all 
rental payments are deductible for 
income tax purposes. 

The company also has lease plans 
giving the customer an option to 
buy at a stipulated price at the end 
of any year. Kearney & Trecker’s 
leasing plan is similar to this. 

Hardage L. Andrews, Jones & 
Lamson president, said of this plan, 


Continued on page 42 





Fishing 


for fun 


suggests: 


Dy ; 

In general, and especially for trout, 

go for cool water, fish at night or in the shade. 
<a 

aN To catch small mouths during the 


dog days, drift a live cray-fish through the 
grass beds. 


a For big mouths work the shady banks 
with a deep-running lure in ten to fifteen feet 
of water. 


aS For northern pike try a small wob- 
bling spoon worked smash at the lake bottom. 


ry : 
* Pan-fish can always be found lurking 
in the deeper places over submerged weed beds. 


SW There's only one sure-fire way of 
catching lake trout in hot weather, and that’s 
wire-lining at extreme depths.* 


Details? 


Send for complete 
DATA FILE 


Fishing for NEW BUSINESS this Fall 


and in ’55?... suggests: 


Industrial Equipment News provides a network of 
new markets. . .the 64,000 product selecting officials 
in the 40,000 most active establishments in 452 in- 
dustries . . . constantly looking for new and better 
products on the pages of IEN. 


As you know, the fish and not the fisherman decides 
what bait will attract. IEN readers like product 
news and information above all. By publishing the 
latest news and the most information IEN is prefer- 
red by the “mostest of the bestest’’. 


Industrial 


Equipment 


See Sure-fire Ways To 
Catch Fish in Hot Weather 
July 1954 Field & Stream, by 
A. J. McClane, illustrations 
by Walter Dower. 


News 


FOUNDED 1933 


AY YMA 261 Bighth Avenue, New York 1,N.Y. ... Affiliated with Thomas Register 
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Your sales story in Electric Light and Power 
reaches key men like these 


This is the reason why Electric Light and Power can do a selling job for you. 
It reaches the key men in the nation’s leading power companies. 


For example, take the Dayton Power and Light Company. Look at the titles 
of the men in this important mid-west utility who are now receiving this mag- 
azine. These are the company’s key men. These are the men who influence 
buying. They are the men you will have to sell. And you can reach every one 
of them through the pages of Electric Light & Power. 


What is true with this company is true with every leading supplier of electric 
power in the nation. Electric Light and Power reaches their key men — the 
men who influence buying. 


It is this kind of penetrating coverage that will get your sales story to important 
buyers that your own sales people may have difficulty in reaching. And missing 
a key man may mean missing a sale. 


To reach the important buyers in the electric power industry, put your sales 
story where they will be sure to see it. Put it in the magazine they read. Put it 
in Electric Light and Power — the only magazine serving the electric power 
industry exclusively. The Haywood Publishing Company, 22 East Huron St. 
Chicago 11, Illinois. 


ELECTRIC LIGHT AND POWER 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY! 


SALES OFFICES: 

CHICAGO 11, ILLINOIS CLEVELAND 15, OHIO NEW YORK 17, N. Y. WEST COAST 

22 East Huron St. 1836 Euclid Ave. 101 Park Ave. McCDONALD-THOMPSON 
WHitehall 4-0868 PRospect 1-0505 MUrray Hill 3-0256 San Francisco Seattle 
Walter J. Stevens John E. MacArthur J. H. Thomson Los Angeles Dallas 
G. E. Williams W. A. Clabault 


BPA 


Turbine room at the Dayton Power and Light Company’s new O. H. Hutchings Generating 
Station where the last new turbine was installed in October, 1953. 

Ground for this station was broken in November, 1946. The first 60,000-kw generator was 
put into service in July, 1948 with a new one being added each year until completion. Total 
capacity of the plant is now 360,000-kw. Combined with the Frank M. Tait station, this now 
gives the company a capacity of 580,000-kw. 

The Dayton Power and Light Company, Dayton, Ohio, is one of the mid-west’s leading elec- 
tric utilities serving an area of about 6,000 square miles in west-central Ohio. It supplies 
electric power to more than 222,000 customers and serves as a major source of electric 
energy for an important industrial area. 

Since the end of World War II, the Dayton Power and Light Company has invested more 
than $126 million in new and improved generating, transmission and distribution facilities. 
Its present reserve capacity is estimated at 100,000-kw. 
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PUBLICATION 
“Specialized Leadership” N 
WOOO OW 


WASTES 


ENGINEERING 


SEWAGE ano INDUSTRIAL 


A CASE-SHEPPERD-MANN \ 
N 


WASTES 
ENGINEERING 


NLY independent journal wholly de- 
voted to the rapidly expanding field 
of municipal and industrial wastes 
disposal. Annual new construction ex- 
penditures in this active field are author- 


itatively estimated at $600,000,000. 
WASTES ENGINEERING reaches city 
officials and engineers, both consulting 
and operating — who are most directly 
concerned with the planning, construction 
and operating — who are most directly 
facilities. 

Readership surveys show that WASTES 
ENGINEERING is read, regularly and 
eagerly, with an average of 3 or 4 extra 
readers per copy. Because of its special- 
ization, readers prefer it to other publica- 
tions serving wider fields. 

Advertisers, too, fend that WASTES EN- 
GINEERING delivers their sales messages 
to specialized readers with buying author- 
ity for their specialized products! 
Established in 1930, it has become the 
No. 1 medium of this highly specialized 
and rapidly developing field. Write for 
Market Data Sheet and other helpful in- 
formation. 


ss 
es 80, > 


CASE-SHEPPERD-MANN 
Publishing Corporation 


24 W. 40th St, New York 18, N.Y. 
8 So. Dearborn, Chicago 3 

Also — WATER WORKS ENGINEERING, 

ABC-ABP; FIRE ENGINEERING, ABC-ABP; 

and ELECTRICITY ON THE FARM Magazine, 

reaching 780,000 clectrified farms! 
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“this, we feel, is an arrangement 
under which the rental is not de- 
ductible for income tax purposes.” 
Kearney & Trecker, however, says 
that rental somewhat 
similar plans is fully deductible. 


under its 


A. O. Smith names Klau-Van 
and Cramer-Krasselt 
® MILWAUKEE .. A. O. Smith Corp., 
has appointed two new agencies. 
The company, which spent more 
than $300,000 on business publica- 
tions and ranked among the top 100 
advertisers in that medium last 
year, named Klau-Van Pietersom- 
Dunlap, Milwaukee, to handle in- 
dustrial, export, farm and corporate 
programs, and Cramer-Krasselt Co., 
Milwaukee, for trade and consumer 
drives of the Permaglas Div., Kan- 
kakee, Il]. Henri, Hurst & McDon- 
ald, Chicago, was formerly the 
agency. 


Monarch, Kearney & Trecker 
and New Britain win awards 
® CLEVELAND .. Winners have been 
announced in the National Machine 
Tool Builders’ Association’s compe- 
tition to find the best catalogs in 
the industry. 

Certificates 
three categories. 


were awarded in 


Monarch Machine Tool Co., Sid-. 


ney, O., won a first for the best cir- 
cular or specification sheet describ- 
ing one size or one certain type of 
machine tool. New Britain Machine 
Co., New Britain, Conn., had the 
best catalog describing a line of a 
particular type of machine tool. And 
Kearney & Trecker Corp., Milwau- 
kee, had the best condensed general 
catalog for a company line. 


Why Newark knows more about 
Minneapolis than Minneapolis 
@ NEWARK, N. J. “Who knows? 
Your library knows! Ask it!” 

That’s the copy in the first out- 
door advertising used by an Ameri- 
can library. 

The advertiser, of course, was the 
Newark Business Library, part of 
the city’s public library system and 
one of the nation’s most well known 
business libraries. 

The Newark Business Library is 
celebrating its 50th anniversary this 


year. It was started in 1904 by John 
Cotton Dana. Since 1926, it has been 
under the guidance of Miss Marian 
Manley, who will retire next fall. 
The Business Library is used by 
nearly all Newark business men and 
by many from out of town to find 
out such diverse things as the names 
and addresses of all the shoe stores 
in northern Montana or how to 
write a letter that will collect a bill. 
The library has served as a train- 
ing ground and model for 18 of the 
28 other business libraries in the 
United States and Canada. Minne- 
apolis got its business library after 
a local business man visited the 
Newark Business Library then re- 
turned home and reported to the 
newspapers that Newark knew more 
about Minneapolis than Minneapolis. 





for port and 
harbor installations 
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Distributors fighting for 
existence, manufacturer says 

@ ATLANTIC CITy, N. J... An electri- 
cal equipment manufacturer has 
warned distributors in that field that 
they'll have to sell harder or lose 
out to direct selling methods set up 
by the manufacturers. 

“You distributors are fighting for 
your very business existence,” Har- 
old P. Bull, vice-president in charge 
of sales, Apex Rotarex Corp., Cleve- 
land manufacturer, said at the 46th 
annual convention of the National 


— 


Continued on page 46 








PEO 8. Ea 8 GRE ca 





A WORLD OIL Special Report 





10 Million Barrels Daily 
To Be Needed in 1975 


How will we keep the wheels of 
industry supplied with oil? Where will 
we find enough oil and gas to meet 
climbing consumption? U. S. produc- 
gy : f : tion of 10 million barrels a day will be 
story with interest. For in this business you neoded te 1055. . 
have to plan 10, 20 and 30 years ahead. Current 


All over the nation. oil men scanned _ this 


] — Worvtp O1’s July issue helped 
production worth millions may peter out five answer these questions with an 8-page 
vears-from now. You have to keep looking for article. It summarized the opinions of 
oil, watching new discoveries, stay alert to leading geologists from the West Coast. 
Gulf Coast, Mid-Continent, Rocky Moun- 


trends and new methods. It’s a fast moving. 3 : 
tain and Canadian areas. 





exciting, money spending business. 








Reading Matter That Gives On-The-Job Assistance... 


means quality circulation among men Let us show you documented evidence that 
who buy. And 16,000 oil producing men sub- 93% of the men who influence the purchase of 
scribe to Wortp O1L because they like the kind 98%: of all oil field equipment subscribe to 
of articles described above. Wortp Ort. Readers like Wortp Orn. Adver- 


Wortp Ot! consistently provides this type tisers, too, like WorLp O1L. It produces results. 


of information—planned, edited and arranged Write today for award-winning NIAA market 
for fast. easy reading. Journalistic skill is com- data booklet. Address any of the offices listed 
bined with engineering knowledge when the below. 

l4-man_ staff gets “hot” on a story like this. 

Loose ends are tied together, facts are double 

checked. And the reader gets a complete pack- 

age. designed to help him in his job. 


FIRST Choice 0f Om Cniecccccccccns 
GULF PUBLISHING COMPANY 
Specialized PEROLEUM Sublications 


© Houston (6), 3301 Buffalo Drive. LY-1301 
@ New York (17). 250 Park Avenue. El Dorado 5-4012 
@ Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
@ Cleveland (15), 1010 Euclid Avenue, Main 1-2550 
@ Tulsa (3). Hunt Building, 3-1844 SV, sii 
@ Los Angeles, W. W. Wilson Building. Huntington Park. Jefferson 1219 37 
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These familiar words provide a key 
to where you can buy the most sure value 
when you advertise to Metalworking 
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In the vast reaches of Metalworking, millions of men are at work, and many 
thousands of them have a greater or lesser voice in the multi-billion-dollar 
purchases of this $95-billion industry. 


What you care about most, however, are not the academic statistics of a great 
industry ... but the advertising-minded ones that tell you how many buyers of 
your products your advertising can sink its teeth into through any given 
magazine. “A buyer in hand,” a modern proverb would tell us, “is worth a 
hundred whose office doors and minds are closed.” 


Consider, then, these facts about American Machinist. Alone among all metal- 
working magazines, it gives you this: 


1. Over 34,000* self-elected, paid subscribers . .. whose invitation to enter 
their open office doors and minds is yours every time you advertise in 
the magazine they welcome above any other. They aren’t all the buyers 
in Metalworking .. . but they are by far the largest number of sub- 
scribers any metalworking magazine has ever offered . .. and their 
concentration on the production-executive level makes their buying voice 
the most important and often-heard in their industry. 


. The constant, helpful backing for your advertising that Metalworking’s 
most-sought-after editorial pages are exclusively equipped to give. The 
most valuable start your advertising can have is an introduction by one 
of your prospect’s best-liked and most-respected friends. And the record 
of American Machinist’s unmatched paid-circulation growth is your 
assurance of where this magazine’s editorial pages stand with Metal- 
working’s production executives. 


If you sell to America’s biggest industry, and haven’t heard the full American 
Machinist story lately, it will pay you to know it. Any American Machinist 
representative will make the proper introduction at your convenience. 


*Subject to ABC audit. Net-paid, ABC circulation in December, 1953 was 33,000 


American 
Machis 


MOELAE Mi; MAGS OF Mb Tawraenes peagec hen 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 

AND ASSOCIATED BUSINESS PUBLICATIONS 
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You sell your © news 


38 


trademark when you 
Association of Electrical Distribu- 
a 5 tors. 
sive ZiPPO a fe “Either you learn to sell more, 


learn to sell harder or you'll find 
more factory branches being opened 
and operated by manufacturers,’ 
Mr. Bull warned. 

He cited high personnel turn- 
over, inadequate sales training, high 
operating costs and poor servicing 
as some of the faults distributors 
will have to correct if they want to 
stay in business. 


‘Land Improvement,’ new 
publication, due in October 

® NEW yorK . . Land Improvement 
is the title of a new magazine sched- 
uled to make its initial appearance 


° with an October issue. It will be 
on eure’ SSO published monthly by AG Press, 

sumptuous gift for executives with Albert Horlings as editor. 
A dummy issue now being dis- 
tributed among prospective adver- 
Get hard-hitting frequency of impression for your trademark! Have it tisers says that the publication will 
engraved in full, rich color on the satin-smooth surface of a Zippo— go initially to about 8,000 readers on 
as a business gift, or an incentive award for those in your firm. a controlled basis, including 5,000 
land improvement contractors, 2,600 
conservationists and 400 agricultur- 
al faculty members and _ libraries. 
It plans to convert slowly to paid 





It means putting your mark of quality on a quality product! Zippos 
are so superbly built that they work easily ... anywhere... always. 
Your customers will use them constantly indoors and out—on all busi- 
ness and social occasions. And the older a Zippo gets, the more its 

circulation. 
owner will cherish it! Page size will be standard 7x10”. 

That means long, long mileage for your gift, at very modest in- One-time black-and-white rate is 

vestment. Each time a Zippo flashes into flame—20... 40... 60 times $250. 


a day—your products and services will be remembered! Send the 


coupon now! Ton direct mail advertisers 
will win ‘gold mail boxes’ 


S NEW Y .. Miniature g< ai 
ZIPPO MANUFACTURING COMPANY — ature gold mail 
BRADFORD, PA boxes will be awarded for the ten 


lights easily sas In Canada: Zippo Manufacturing Co. outstanding mail campaigns sub- 

anywhere... Canada Ltd., Niagara Falls, Ont. ' mitted in the annual “Best of In- 
Genuine Zippo Fluid and Flints dustry” competition of the Direct 
make all lighters work better Mail Advertising Association. 
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Chicago Business Publications 
Association elects officers 


® cHiIcaGco.. Harold E. Green, Mid- 
west editor, Printers’ Ink, has been 
elected president of the Chicago 
Business Publications Association. 
Other officers elected were: 1st 
vice-president, Lyman Forbes, Sim- 
mons-Boardman Publishing Co.; 
2nd vice-president, David R. Wat- 
son, Watson Publications, Inc.; 3rd 
vice-president, John A. Gilbert, 
Office Appliances; treasurer, Charles 


Continued on page 50: 


ZIPPO MANUFACTURING CO. 
Dept. 1-23, Bradford, Pa. 


Please give me full information about business gift Zippos — prices in large or small 
quantities, time of delivery, opportunity to use color, and the help your design depart- 
ment will give us in making a beautiful and distinctive gift. 


Name 


Firm 


Address 
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, seems there’s sometimes a tendency 
for publishers to whisper news of 
rate increases ....or to apologize for them. 
Well, at PD&D we’re proud to be able 
to tell you that what was a bargain 
at $150 per 1/9 unit is still a mighty 
dollar’s worth at our new rate of $200, 
now in effect. Present contracts honored 
to completion, of course. 
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INQUIRIES... 


Can You Measure a Publication’s 
Effectiveness by its INQUIRIES? 


Measurement by inquiries can be very misleading, but when the publication’s 
inquiry results are carefully studied against the proper background they 
convey valuable information to the alert buyer of industrial advertising. 
Is the publication an “inquiry book,” edited and published mainly to pull 
inquiries? Or is it an “information book” edited and published to bring needed 
information to its readers? 

In the information type of industrial magazine, such as INDUSTRY AND 
POWER, inquiries are a by-product of the service and not the main reason 
for it. 

There are two kinds of inquiries — Editorial and Commercial — and for 
evaluation purposes the more important of the two is Editorial. 


EDITORIAL Inquiries—A Reliable Yardstick 


This type of inquiry proves that the editorial material is meeting the needs of 
readers. These inquiries come on the Reader’s company letterhead, they put 
him to the trouble of writing a letter, they ask for tear-sheets or reprints of 
articles, or for complete extra copies of issues. The pieces are not requested 
— as are sometimes the commercial type — to impress a superior with the 
fact that a large catalog and literature fiile is being built up. The magazine 
that pulls few editorial inquiries is usually low in reader-interest. 


COMMERCIAL Inquiries Are Important Too 


Commercial inquiries are made easy for the reader — just ring the number 
on the tear-out postcard. They can be very important as an indicator of the 
publication’s effectiveness if answers to a few questions are sought and 
weighed. Among these are: 


Do the inquiries come from men who have buying authority or influence? 


Are the idle “tor-tree” inquiries that would be useless and costly to 
manufacturers carefully screened out by the publisher before being 
passed on to the manufacturers? 


Is the inquiry-handling routine of the publication FAST? ... ACCURATE? 
. - - HONEST, tree of “tricks” designed to create an impression of 
great numbers? 


Is the inquiry-pull relatively steady month by month, or does it just hit 
interesting peaks with certain special features or special issues? 





How They Help EVALUATE 
A Publication’s EFFECTIVENESS 


Here is how INDUSTRY AND POWER pulls in BOTH AREAS 


Comparison first six months 1954 vs same period 1953 


TOR COMMERCIAL 


a ted let 
Ss ci company eae Service Postcar d 


Requests Received No. of Readers Requesting 
1953 1953 











3,629 


a... 























Tear -sheets, Reprints and Complete 
Copies Furnished -Feature Material Only 
1953 











12, 744 


et 
INDUSTRY AND POWER is READ by MORE BUYING-AUTHORITY MEN 
in CHARGE of POWER and RELATED ENGINEERED PLANT FACILITIES 


than ANY other MAGAZINE 
Industry and Power 


Established 1920 


Published by Industry and Power Publications, 420 Main St., St. Joseph, Mich. 
Sales Offices: New York, Philadelphia, Cleveland, Chicago, Los Angeles 




















































































































How to Sell 
the $9 Billion 
Wood Industry’ 


*THE MARKET 





WOOD & WOOD PRODUCTS 
“vee TOP BUYING a 


ulation del iberatel y 


R who 


ducts readers have the “authority and the 
money to k 


EDITORIAL ‘AND CIRCULATION 
is being 
PN Ragh be ae ie 


Ask For These Sales Aids 

If you haven't seen the NEW Wood & Wood 
Products, write for a sample copy today. 
And for facts about this huge market, ask 
for our Market Data File including report of 
recent field study. 

“Based on December 31, 1953, vs. December 31, 
1952 publisher's statements 


We OOD 


wood products 
® A VANCE PUBLICATION at) 


139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 
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B. Groomes, Advertising Publica- 
secretary, John H. Rear- 
don, John H. Reardon Co.; and di- 
Herbert A. Vance, Vance 
Phillip D. Allen 
Publishing Corp., 
McGraw-Hill 


tions, Inc.; 


rectors, 
Publishing Corp.; 
MacLean-Hunter 
and Henry F. Meyer, 
Publishing Co. 


CED tells how to beat slump 
. . new products, hard sell 
@ NEW YORK New products and 
improved production and marketing 
methods are three keys to prevent- 
ing a depression, according to a re- 
port by the Committee for Economic 
Development, New York. 

CED’s research and policy com- 
mittee listed in its report, “Defense 
Against Recession,” eight measures 
each business in the nation should 
take to prevent such a recession. 
The eight points were: 

1. Businesses should exploit fully 
the potentialities of research in the 
development of new products and 
improved production methods. 

2. Businesses should constantly 
improve marketing methods, to 
make sure that the consumer is 
well informed and efficiently served 
and that the producer is aware of 
potential markets. 

3. If sales decline, 
should not automatically cut selling 
effort and advertising budgets, as 
they often have done in the past. 
They should appraise the possibili- 
ties for maintaining sales by re- 
doubled effort. 

4. Businesses 
more stable inventory policy. They 
should avoid speculation and seek 
to keep at all times the minimum 
balanced inventory needed for ef- 


businesses 


should follow a 


ficient operation. 

5. Plant and equipment expendi- 
tures should be based on a long 
term view of their contribution to 

enterprise, 
booming or 


the purposes of the 
whether business is 
depressed. 

6. Businesses should strengthen 
their financial structures, partly by 
less reliance upon short term bor- 
Bee 

. Businesses should set up their 
senda organizations so as to use 


American vigor and inventiveness 
to stimulate more rapid and steadier 
economic growth. 

8. Trade associations have an im- 
portant job of research and educa- 
tion in applying the above seven 
points. They also can help with 
more up-to-date and complete sta- 
tistical information on inventories 
and sales. 

The report included recommen- 
dations that: banks should provide 
credit necessary to a growing econ- 
omy, state and local governments 
should have capital improvements 
on tap to fill the gap in case of a 
regional 
community organizations should 
work to stimulate new industry. 

The report also said the federal 
government should: use its money 
regulating powers to provide a basis 
for an expanding economy, adopt a 
stabilizing budget policy, pay tax 
refunds faster, allow business to 
carry back operating losses two 
years, establish a fund for loans to 
state unemployment compensation 
funds, collect additional data on the 
economic situation and outlook and 
make it available faster, cut taxes 
in case of a serious decline, step up 
construction activities if such a de- 
cline occurs, and set up machinery 
to provide loans for construction by 
state and local governments. 


recession and local and 


Browne tells electronics reps: 
concentrate less on radio-TV 

® NEW YorK .. Radio and television 
are just a small part of the electron- 
ics industry’s market, and manufac- 
turers’ representatives should make 
a greater effort to sell other parts. 

That was the advice given a meet- 
ing of New York manufacturers’ 
representatives by Burton Browne, 
head of Burton Browne Advertising, 
Chicago. 

Mr. Browne said that of $5.5 bil- 
lion in electronics sales in 1953, only 
$1.2 billion were in the radio-TV 
field. 

He said other 
users of electronic equipment, in- 


industries are big 


cluding airlines, chemicals, plastics, 
railroads, petroleum and food proc- 
essors. He urged the manufacturers’ 
representatives to concentrate more 
on such industries, saying the reps 
have been linking their sales activ- 
ities too closely to radio and tele- 
vision. 








How $1.2 billion 
is being spent by 


210 Gas Companies 


FREE fust'on the press! 


The inside story of gas construction budgets for 1954. 


Here’s authentic information to guide you 
in your sales and advertising programs 
... the budgets of 210 major gas utilities 
and pipeline companies, aggregating $1.2 
billion. 


This 1954 Report —a GAS exclusive — 
breaks these budgets down by companies 
and categories, pin-pointing specific pur- 
poses for which the money will be spent. 


Manufacturers seeking new markets 
should take a look at the gas industry. 
Official industry forecasts are that $2.6 
billion will be spent on new construction 
alone in the 1954-1956 period. 


Send for your free copy of the 1954 An- 
nual Report... and get your share of this 
gas industry business by advertising your 
products in GAS. 


provides the only complete coverage of the gas industry and carries more 


‘advertising per issue than the next two gas publications combined. 


Circulation} — , ertsing| 
[ 








®More circulation 








*More editorial pages 
per issue 








®More advertising pages 
per issue 








*Lowest advertising cost 
per thousand:circulation. 
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Wheeler, : 


A. C. Nolder w 
Ralph R. Wyckoff. . { 


Charles E. Burns . . ha 
tiie SP eRe he 


Charles W. Jones, 


Burchard M. Day . . forme: General Electric Co. .. Schenectady, N 


n: Ray W. 


Bernard D. Cox . . former sales 1; James H. Lotridge. { — 

William F. Stolberg, { 
ity, now Richard A. 
Gleason, rvisor, now 
tising, and Kenneth L. Walters, forme: 


r tant 


Worthington Corp. . . Harris 


onnei 


t v 


LEVENE DIE COMPANY, LIMITED 
161 OTTAWA STREET SOUTH. TELEPHONE 3-4355 
KITCHENER, ONTARIO 


Specific Stationery . . Ledco Dies Div., Levene Die Co., Kitchener, Ont., uses cut 
out dies it makes for graphic arts, textile and leather industries to brand its business sta- 
tionery. ““LEDCO” is cut on each sheet so the top half of each letter projects. 


82 / Industrial Marketing 


Frank E. Davis, Jr. . . former 


x 


Robert J. Patrick . 


nanaaer 


Agency changes. . 


Frantz 


C. Peter Frantz . . former py director 
W & Briggs hicag has been 
Herschell Goodman, 
iter, has 


PYwrl 


Arndt, Preston, Chapin, Lamb & Keen. . 


Philadelphia, has been named to handle 


Farson, Huff & Northlich . . 
Louisville, Ky., has appointed two Ww 
presidents: Alexander M. Stolley, for 
executive ind Albert H. 

SOpy nel and account 


executive 


Ramsey, Stratton, Barley & Brown . . Los 
An has been named handle 


Rryon 


Denman & Baker 


handle advert 


Arthur R. MacDonald, Inc. . . Chicag 


een named to handle advertising for 


Fred Wittner Advertising . . New York, 


has been named handle advertising 
" ey 


for August W. Holmberg & 


N. Y. manufacturer of metal stampings. 


Flushing 


Warner & Associates . . St. Louis, Mo., has 
changed its name to Warner & Todd, Inc. 


Wilson, Haight, Welch & Grover . . Hart- 
ford, Conn., has been named to handle 
Continued on page 54 





Who 


gave the push 
to pushbutton production’? 


The era of automation is not new to professional engineers. 
They sired it many years ago and have nurtured it to 
its present stature. 


Creative engineers conceived, planned and perfected 
instrumentation and automatic control systems for military 
as well as industrial purposes. Engineers in management 
have been the first and most enthusiastic exponents of 
automatic controls in business and industry. 


Whatever their titles or functions, engineers and engineers 
alone, are educated and trained to the application of hydraulic, 
pneumatic, electronic, electrical or mechanical components. 
The design of instrumentation and control systems is their 
responsibility. They’re also the determining factor in the 
specification and purchase of this same equipment. 


Of all the major engineering groups who gave the push to 
pushbutton production, mechanical engineers have 

been in the forefront since 1891. A bibliography of 167 
ASME-published technical papers reveals that mechanical 
engineers have contributed much and often to the science and 
practical application of automatic production. 


Free upon request! 


We will be glad to send you the Reference List of 167 ASME 
scientific, technical engineering papers on automatic 

control, or automation, of interest to management engineering, 
design, research, production, marketing, sales and 

advertising executives. Write for this Reference List today. 

It is a guide to a better understanding of automation and 

the vital part the mechanical engineer plays in it. 


Engineers are educated to specify and buy 


instrumentation and automatic control systems. 





I NGINELRING a te 
é Engineering 
inne 2 = ee _ : —o ao ee oe — 
THE AMERICAN SOCIETY e largest audience of mechanical engineers 


exclusively, read Mechanical Engineering. 


OF MECHANICAL ENGINEERS | |) == 
29 West 39th St., New York 18, N.Y. | | perm 


vir a : Mechanical 
OKs 
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Announcing nines (im) ne Wws Media changes. . 


the forthcoming 1956-1957 
edition of 


Metals Monthly, Was 
; Charles M. Lipsett is 
James Thomas Chirurg Co. . . New Sa es is 


Albert W. Brownell, II, former 


aIaWw-Tl rubiisning Wi 7 


Jack Solon Associates . . 1 





At the moment of buying 
decision, it... 


Completes 


YOUR SELLING JOB 


This is the Directory that your prospect 
turns to when he has a definite safety 
or maintenance problem to lick ... at 
the critical moment when he has sold 
himself on a need ... and doesn’t quite 
know how to fill it. 


N. G. Paul Widell . . formerly 


EK 


A. T. Thornycroft . . former ; 


te hn Pau 


... He is looking for your sales 
story! He needs your help! 


The DIRECTORY gives full, illustrated, 

and accurate descriptions of safety and 

maintenance products and equipment. 

It's the only work of its kind... and 

the ‘Bible of Safety and Maintenance 1s vice-president and a member of the : 

Products.” : , aii Plastics Technology .. w 

Here are just a few of the fields of prod- . . eet 

ucts, services and equipment for which 

your prospects shop in BEST’S SAFETY 

AND MAINTENANCE DIRECTORY: 

Plant Lighting Production Equipment . ™ 

Electric Equipment Above Ground manufacturer 1ircraft and missile parts. Air Transportation 

Plant Maintenance Protection New rates now eff 

Plant Sanitation Atmosphere Analysis 

Roofing Equipment Liquid Materials formerly wit 

Training Aids Handling Bob Akeson . . formerly 

Radiation Protection Machinery Guarding trig hen ed G. M. B 

Warning Aids and Control 

Personal Hygiene & Personal Protection i itive. Herb 
Sanitation Miscellaneous ee sh A ae 

Fire Protection Hynes, formerly with McCann-Ericks 

ind George Clarks, formerly with Reming 


; Publishing 


| 


ert 


Thousands of extra, full time salesmen . . 

when the customer is making his selection 
...and service for two years in a nation- 
wide market... this is the sales oppor- 
tunity offered to you in BEST’S SAFETY y 
AND MAINTENANCE DIRECTORY. W. D. Molitor . . former 


Advertising Forms Close Sept., 1955 oe x ee ea aa ean an ox tena Warren W. Show 


eser 


Frank O. Muni . . former) 


H. Peter Hart . . former 


resentative 


Arthur Burton Rogoff . . former assistant 


: . ™ a executive, Bozell Jacobs, has Machine Design . . Penton Publish 
ALFRED M. BEST CO. INC. joined the creative staff of Saunders, rleveland, celebrated 25 
75 Fulton Street, New York 38. N_Y. Shrout & Associates, Chicago. cation. 
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Why keep prospective buyers 
Time ial-Meelola a 


wh 
ec 
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Spotlight your outlets 
in the ‘yellow pages’ 


You're bound to get more sales when buyers of 
industrial products know where to find your 
distributors or agents. 


, } Trade Mark Service in the ‘yellow pages’ 
Abrasives (cont'd) 
CARBORUNOUM BRAND ABRASIVES of the telephone directory helps purchasing men 


Wheels, mounted ¢  ppopUNDUM find your local outlets — easily and conveniently. 
points, sticks, 


stones, hones, rubs, ii i, 


cones, discs, belts, sheets, rolls, grain, com- Then you can be sure prospective buyers 
pounds for every abrasive operation. CARBOR- ee 

UNDUM is THE source for EVERY abrasive who read your advertising know where to 
product you need. 


“WHERE TO BUY THEM” buy your products. Simply use a statement in your 


BRANCH OFFICE ads “Be sure to look in the ‘yellow pages’ of the 
CARBORUNDUM CO 3335 wa7 LA fayet 3-7100 6 : ? 
INDUSTRIAL telephone directory for a list of our local dealers. 
DISTRIBUTORS 
BOYD-WA ; 
Please oy ae Specialty Department That's how Trade Mark Service puts your 
1440 W Lake : HA ymkt 1-1200 
METAL REMOVAL CO 
1546 N Orleans. ---------M0O hawk 4-3656 
NORTHERN-INOUSTRL SUPLY in makes it easy for prospects to buy your brand. 


‘ 


distributors and agents in the sales spotlight . . . 


For further information, call the Classified Telephone Directory Representative at your / 
local telephone business office or see Standard Rate and Data (Consumer Edition) 





“according to 


Ceramic Bulletin... ~ 


\ \ HEN ceramists gather — for 


the more than 85 American Ceramic 
Society meetings each year — the re- 
sults of actual experiences, expressed 
in Ceramic Bulletin, very often are 
mentioned to add authoritatively to 
the conversation. Ceramists, in every 
phase of the multi-billion-dollar ceram- 
ic industry, know that The Bulletin’s 
editorial material is accepted as the 
most accurate, timely information 
available. 

Because The Bulletin holds such a 
high position throughout the indus- 
try, back issues are kept for months 
and months as a readily accessible 
source of “text book” data. It is this 
strong staying power and constant 
reference to back issues that enables 
The Bulletin’s advertisers to make 
multiple-sales contacts — an oppor- 
tunity to have their sales message 
seen time and time again! 

Through no other medium can manu- 
facturers of ceramic materials and 
processing equipment reach their mar- 
ket so completely, yet so inexpensively 
as in The Ceramic Bulletin. 

ONLY C. B. Gives Its Advertisers 
Such Complete Market Coverage! 
Find out specifically how Ceramic 
Bulletin can make your advertising 
pay bieger dividends through concen- 

trated, continuous readership. 
Write TODAY For Descriptive Liter- 
ature 


eramic 
ulletin 


2525 N. HIGH ST., COLUMBUS 2, OHIO 
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® yes, I think enough of the “right” 
people would see your product to 
make the practice worth while. In- 
asmuch as your product is for 
eventual use in industrial equip- 
ment, it is logical to think that 
youll ship it to medium-size and 
large population areas where most 
of our industry is concentrated. 
The freight train carrying your 
shipment will, more than likely, run 
parallel to heavily traveled high- 
ways where many motorists will be 
exposed to your message. At the 
outskirts of most metropolitan 
areas, marry of the railroad cross- 
ings are grade crossings not un- 
derpasses or overpasses. Here again 
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How good is trademark identity 
on goods shipped by flatcar? 


motorists waiting for the freight 
train to pass, will be exposed to 
your message. And once more, 
when your individual 
ready for delivery to your custom- 
er’s plant, it is seen by many per- 
sons during the final switching op- 


flatear is 


eration. 

Naturally, a great deal of your 
“circulation” will be of secondary 
value. However, you say your mar- 
ket is relatively limited . . 
a few of the “right” people see your 
message, the suggestion will pay off. 
And occasionally, the 
circulation may directly or indirect- 


so if just 


‘secondary” 


ly influence the people you wish to 
reach, 

The method for computing the 
dollar-and-cents value of the sug- 
gestion must, of necessity, be arbi- 
trary .. for there is no way of ac- 
curately determining the number of 
people who will see your message. 

Here’s one method. Your identi- 
fied product on a flatcar can be 
considered as a moving billboard. 
The average monthly cost for a 24- 
sheet in the typical cross-country 
location will run around $25. 

A billboard, however, will be 
bigger, and will probably carry a 
more complete message. So let's cut 
the $25 to $10. 

If we assume your shipment is en 
route for 10 days (1/3 of a month), 
we should then divide the $10 by 
three which is $3.33. 

If your company makes 1,000 
shipments a year which are en 
route for 10 days, the value of the 
advertising or publicity you would 
receive could be figured at $3,330 
(1.000 x $3.30). 

Assuming that you might pay 5° 
of the dollar value realized by the 


vontinued on page 58 





in selling the 
process industries 


by RAY McMAHON 


(Advertisement) 





Y/ 


You never know where 


your next big order 


ight now, while you're reading 
this deathless prose, countless specifying 
teams in the process industries are search- 
ing for detailed data on products or ser- 
vices similar to yours. Sure, you have sales 
engineers in the field—good ones, too. 
Probably you’re running a steady cam- 
paign of advertisements in magazines 
serving the process industries. You pub- 
lish a catalog, too, and distribute it 
directly or as a part of one of the Reinhold 
Catalogs which serve the process indus- 
tries exclusively. This then is your cam- 
paign, sales and advertising, to conquer 
the huge process industries. 


Process industries specifiers want to buy 
just as much as you want to sell. But 
they're not going to ask your sales force 
for more facts until they have the basic 


story on your products or services. And 
they want this detailed data at hand im- 
mediately in their plants at the time 
each need arises. To find the technical 
information necessary they turn to Rein- 
hold Catalogs. 


Chemical Engineering Catalog and 
Chemical Materials Catalog are referred 
to, and worked with, by process industries 
specifying teams—the men who decide 
if and when your products or services will 
be used. 


Process men appreciative of the valuable 

specifying assistance they receive from 

Reinhold Catalogs have disclosed how 

they use these year-round workbooks. 

Here are specific examples of how CMC 

and CEC are used in industry. 

DIRECTOR OF QUALITY CONTROL 

of a BISCUIT CO.: 
“CMC provides sources for such materials 
as emulsifiers, stabilizers, anti-oxidants 
and primary flavoring components for 
experimental work in cookie and cracker 
development work.” 

CHEMICAL ENGINEER of a TOOTHPASTE CO.: 
“CEC is our first source of information on 
chemical processing equipment. We then 
phene the local representatives if in the 
Metropolitan district—or, if net, write 
for further information and quotations.”’ 


If you would like to see many more ex- 
amples of how process industries specify- 
ing teams select products similar to yours, 
call in your Reinhold Catalog district 
manager today. 


Process industries 
specifying teams in over 
14,000 Dun & Bradstreet 
company-rated plants 
turn to 


cee 


CHEMICAL ENGINEERING CATALOG 


for detailed, 
up-to-date data on 


process equipment 
engineering services 
materials of construction 


PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS 
PUBLISHED FOR 

INSIDE PLANT USE 

BY ALL TITLE 

GROUPS 
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Process 

industries specifying teams 

in over 10,000 Dun & Bradstreet 
company-rated plants 

turn to 


<q? nah a 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY OF PRODUCERS 


for detailed, 

up-to-date data on 

properties, specifications 
and applications of 
chemicals and raw materials. 


REINHOLD 
Publishing Corporation 
430 Park Avenue, New York 22, N. Y. 
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Mention mine name 


in South Africa 


Somebody mentioned our name even 
down there. Here’s how we found out: 


A young South African engineer 
knocked on our door one day. He was 
here to study American coal mining 
methods, and told us his boss had asked 
him to “come and see you people.” 


Why us? 


“Well, he figured any publication good enough to be 
quoted in Parliament must be backed by highly responsible 
and well-informed persons.” 


Somehow our name is men- 
tioned in a lot of places, foreign 
and domestic, where we are 


SER = looked upon as authorities on 

~ eee oeccn a 

——e « 

a coal. 

| i= Whatever authority we 
possess comes from our 17 years 

of experience serving the entire industry. Now we have 4 

publications: MECHANIZATION (for mine operations); UTILI- 

ZATION (for coal use—covering coal from mine-gate to 

furnace-grate); MECHANNUAL (a yearly history of mine 


modernization); and COAL INDUSTRY PURCHASING MANUAL 
(which more or less describes itself). 


We've come to know more coal 

men and coal users than anybody. 

We know a great deal about produc- 

tion methods, preparation tech- 

nique, transpor- 

tation, stockpil- a, 

ing, combustion 

methods, ash control and retail sales. 

Some knowledge appears in our books; 

some in speeches by editors around the 

country; some as advice to customers and 

prospective advertisers. One way or 
another, it all comes out. 


Sometimes even in parliamentary 
discussion. 


echanization, Inc. 


MUNSEY BUILDING e WASHINGTON 4, D. C. 


N BP 


NEW YORK « PITTSBURGH «¢ CHICAGO 
SAN FRANCISCO « Los ANGELES 
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ant 


problems .. 


company, the award to your em- 
ploye would be $166.50. 


Does the government offer 
marketing information? 

Wi governmental department in 
D. Gy es literature on 
1g and marketin I'm particular- 
interested in material dealing with the 
d Sales 


t10n I new products. 


® A WIDE variety of pamphlets, 
books, and reports dealing with 
these subjects are available through 
the United States Department of 
Commerce in Washington, D. C., or 
any of its more than 40 field offices. 

Prices range from 5c to $2 or $3 
or more. Certain titles are available 
without charge. 


Keep your letterheads simple 
and your content good 
We're setting up a small 


IS Q@ tunctior 


® NO SPECIAL letterheads or forms 
are necessary. Editors are interested 
in the content of your releases, not 
fancy paper, and arty forms. 

Use standard 81”x11” paper of 
adequate quality. 

If you do decide to 
printed form, keep it simple . 
your company name, address, phone 


prepare a 
. just 


number, your own name, etc. 


What has television done to 
business paper readership? 
At on f our lunch bull sessions, some 
ned whether 


siness f 


® APPARENTLY not. McGraw-Hill 
sent questionnaires to 4,000 business 
publication readers on the subject, 
and received answers from 940. 

Tabulation of responses indicated 
that the average TV owner reads 
3.7 business publications while the 
average non-owner reads 3.6 busi- 
ness publications. 

Both TV owners and non-owners 
spent approximately the same 
amount of time reading business pa- 
pers. % 





—— 





THAT 
PIPE LINE MEW 
HELPED PLAN 


Sesigned and edited to serve a specialized 
8-BILLION-DOLLAR INDUSTRY 


Tue pipe line industry is big business growing rapidly popular. Symposium-type articles featuring opinions of 
bigger, with capital investment and pipe line construction authorities within the industry on new developments, trends, 
mushrooming at a remarkable rate. engineering problems and subjects of broad interest will be 
Pipe line men themselves appraised the need for a spe- regularly used . .. as well as thorough, accurate, reporting 
cialized publication which would comprehensively cover the of current activities, monthly construction, and movements 
engineering, construction, operations and maintenance within of men within the industry. 
their industry. This frank appraisal from the industry pro- Pirpe Line. INpustry provides a guaranteed circulation of 
vided the backbone of a long-range editorial program for 4,500 key buying power men . .. the men who buy or 
Pipe Line Inpustry . .. the new specialized publication specify for every major U. S. gas, oil and products pipe 
designed with the interest of pipe line men in mind. line company. Put your advertising in Pipe Line INpusTRY 
Pire Line Inpustry will continue to employ the basic to reach this known buying power when these men are 
formula that made Wortp Ot1L’s Pipe Line Section so pipe line minded. 
Ask your nearest representative for 


complete details. Reserve your copy of 
new data booklet, just off the press. 


FIRST Choice of Pye Line Men............. 


GULF PUBLISHING COMPANY 


Apectalized PEROLEUM Sicblications 


Houston (6), 3301 Buffalo Drive, LY-4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 

Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 

Cleveland (15), 1010 Euclid Avenue, Main 1-2550 

Tulsa (3), Hunt Building, 3-1844 

Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 
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BIGGEST CIRCULATION 

—78,234 subscribers, more than twice as 
many as any other magazine serving the 

85 billion dollar chemical and process 
industries. 

BIGGEST COVERAGE 

—of all titles and functions in the cpz 
“buying team”: company officials, works 
executives, supervisors, foremen, engineers, 
research directors, chemists and consultants. 
THE COMPLETE MAGAZINE 

—complete general news coverage, complete 
cpi technical information (the only place 
industry men can find the full industry 

story ) and complete buyer service. 
BROADEST SCOPE 

DEEPEST PENETRATION 

—reaching all buying titles and functions, 
and reaching deep within them with a big 
circulation in each category. 


An American 
Chemical Society 


Advertising Management: Publication 


REINHOLD PUBLISHING CORPORATION 
430 Park Avenue, New York 22, N.Y. 
The ¢ New i t the Ct ] il World 


Chicago Cleveland San Francisco Los Angeles 
Seattle Dallas Denver 





August « 1954 


Thor takes U.S. merchandising 1 Th 


Transforms English company from conservative to aggressive 


By Leo Anderson 


® THE RAZZLE-DAZZLE of American 
merchandising has invaded sedate 
Britain and built a successful new 
overseas business for an Aurora, 
Ill., industrial company. 

The firm from the Illinois flat- 
lands that took the 4,690-mile step 
from Aurora to Tynemouth, Eng- 
land, is Thor Power Tool Co., spe- 
cialist in portable power tools. 

Thor’s British subsidiary, Arm- 


mouth to make Thor tools. 

“This marked a three-year tri- 
umph of sales and advertising strat- 
egy,’ Thor sales promotion man- 
ager G. A. Thoma, said. 

Thor took over Armstrong Whit- 
worth in February, 1951. Since 
then 45 new tools, mostly of Amer- 
ican design, have been added to 
the line and production has _in- 
creased 400%. 


Industrial Marketing 


equally spectacular increase in sales 
generated by vigorous and ex- 
panded sales and promotion activi- 
ties, Mr. Thoma said. 

Thor bought the English 


because of the dollar shortage in 


plant 


the sterling countries. 

“We knew there was a big de- 
mand for good power tools in Eng- 
land and other European countries,” 
Mr. Thoma:said. “But without dol- 


lars they could not buy. 
“The best solution was to make 


The spectacular production in- 
necessitated by an 


strong Whitworth & Co., recently 


opened a huge new plant at Tyne- crease was 





my 





INCREASED PRODUCTION LESS MAINTENANCE 





ARMSTRONG WHITWORTH 


WC flodd to latroduce 


THE ////// A.W. RANGE 
OF RIVETING HAMMERS 


EERS wApOMER 





© 


% S Ditterent Types Available! 
Armstrong Whitworth &Co. 


Q 2 
Renter” jase Ne (Pneumatic Tools) Ltd. 








‘ORMATION REGAROING ANY PART? 








Mail pieces . . and not very many of them 


New .. 


. were of the catalog type before Thor 


took over Armstrong Whitworth in Britain. 
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In This Isswe--Complete Coverage Of Official English Plant os 


fi Sis SCOLELCLEL 


DEDICATE NEW ARMSTRONG 
WHITWORTH TOOL FACTORY 


Minister of State Praises Thor Progress 


REVIEW THREE we yen RT. HON. D. HEATHCOAT-AMORY 
YEAR WISTORY OPENS PLANT AFTER ADDRESS 


Two-Way 


the tools in England and deal in 
sterling.” 

Once Thor acquired Armstrong 
Whitworth, the British company’s 
promotional activities were 
following the pattern 


sales 
accelerated, 
Thor uses in this country. 

Armstrong Whitworth already 
was an established and well known 
company in England but association 
with the Thor name capitalized on 
the parent company’s 60-year-old 
reputation in the pneumatic tool 
field. 

There is no joint advertising of 
Thor and Armstrong Whitworth 
tools, but association of the two 
companies was built up through 
Thor’s external house organ, the 
“Thor Scoreboard.” 

The “Scoreboard” is sent to all 
the company’s employes, distribu- 
tors, customers and prospects .. a 
total of 100,000 readers. With the 
acquisition of the English plant, an 
international edition was issued to 
go to Thor personnel and customers 
abroad. 

“By associating Thor tools with 
Armstrong Whitworth,” Mr. Thoma 
said, ‘“ ‘Scoreboard’ readers imme- 
diately understood that they could 
buy comparable quality tools from 
Armstrong Whitworth with tlie cur- 
rency they had. 

“We introduced readers to the 
Armstrong Whitworth plant, its 
personnel, tools, tool applications, 
etc., and then kept plugging them 
in regular issues every two weeks,” 
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he said. 

The British plant’s distribution 
system also was built up on the 
pattern of Thor’s so that most of 
the important distributors in the 
world would carry Armstrong 
Whitworth stocks. 

“These distributors weren't just 
added to the list of dealers but were 
indoctrinated in the use of power 
tools,’ Mr. Thoma said. “A great 
amount of time and effort was spent 
by the Armstrong Whitworth sales 
staff in educating distributor per- 
sonnel on the line of tools, their 
features and applications.” 

The whole idea, according to Mr. 
Thoma, was to use proven Thor 
methods of distribution for Arm- 
strong Whitworth and to tie the 
British plant in with Thor rather 
than have it operate as an entirely 
separate company. 

“It has proved highly successful,” 
he said. The British company now 
has about 150 distributors in 52 
countries . . world wide except for 
the Iron Curtain countries. 

The same pattern was followed 
in Armstrong Whitworth merchan- 
dising. 

“American merchandising is far 
more aggressive than European,” 
Mr. Thoma said. 

The Armstrong Whitworth adver- 
tising staff proceeded to prove that 
such aggressive merchandising was 
right for Europe, too, with a series 
of bright, two-color mail pieces 
heralding ‘something new” (Thor 
tools) “tried and tested in the U. S. 
A. . . now available in the United 
Kingdom.” 

“This type of piece would never 
have been done in England,” Mr. 


& 


LOW BED CHASSIS 


Thoma said, “because all of the 
English limited number of printed 
pieces were conservative and in the 
catalog nature.” 

“Again the American tactics 
this time in advertising and selling 

. Were very successful,’ Mr. Thoma 
said. 

“The success of the English oper- 
ation is all the more remarkable,” 
Mr. Thoma said, “when you con- 
sider that only one man was added 
to the former Armstrong Whitworth 
staff.” All other English adminis- 
trative and manufacturing officials 
were retained at their jobs. 

That one man is R. G. Faverty, 
dynamic former Thor manager at 
Detroit and Chicago, who became 
managing director at Armstrong 
Whitworth. Mr. Faverty, a 25-year 
veteran with Thor, has overseen all 
phases of the English operation. 

He has had “excellent coopera- 
tion” from the English staff mem- 
bers both on production and mar- 
keting, Mr. Thoma said, because 
they are impressed with Thor pro- 
duction methods in the U. S. and 
with American marketing methods. 

Nearly all of the top men at Arm- 
strong Whitworth have visited this 
country to study those methods. 
This close liaison between the com- 
pany’s American and British per- 
sonnel is another factor in the 
growth of the English operation. 
Says Mr. Thoma: 

“All these factors modern 
American manufacturing techniques 
that have sent production soaring, 
aggressive American advertising 
and selling, and close cooperation 

have made the British venture 
an outstanding success.” e 


Does MORE WORK 
Delivers MORE GOODS 
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Fr Reduces Delivery Time 
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By Harold P. Scheinkopf 
Research Manager 
James Thomas Chirurg C 


Boston 


® COLOR IS PRETTY, but that’s not 
a good reason to use it in industrial 
advertising. 

What is a good reason? . . And, 
since color boosts the cost of ad- 
vertising from one-third to one- 
half above the regular space rate, 
is it worth it? 

We set out to learn the answers 
to those two questions in a study 
of 3,723 industrial ads in three 
business publications. The study, 
based on Starch reports, compared 
for readership all the one-page, 
black-and-white ads with all the 
one-page, two-color ads that ran 
in Factory Management & Mainte- 
nance, Machinery and Power dur- 
ing 1951. 

On the ads in Factory . . a total 
of 1,312 . . the black-and-white ads 
pulled slightly better readership 
percentages. These were for all 
three of the classifications used by 
the Starch reports . . “noted,” for 
those ads the reader remembered 
seeing; ‘“seen-associated,” for ads 
with which the reader associated 
the product, and “read most,” for 
ads of which the reader read more 
than half of the copy. 

When the additional cost of color 
is taken into consideration, the 
black-and-white ads in Factory 
scored far better in all three classi- 
fications than the color ads. 

Our study of the 1,203 ads in 


Power gave the same picture 


Fig. 1. How color compared with black and white in Factory 
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Fig. 2. How color compared with black and white in Power 
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Fig. 3. How color compared with black and white in Machinery 
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black-and-white 


scoring 


on a cost ratio basis. 


On the 1,208 ads in Machinery, 
scored better 


the two-color ads 


slightly 
better for readership and far better 


than black-and-white percentage- 
wise in all three of the Starch read- 
ership _ classifications. However, 
when adjusted on a cost ratio basis, 
the black-and-white 


ads_ scored 


August 1954 /63 








slightly better than color. 


Why Color? .. At first glance, 
these results would seem to con- 
demn color. Can we conclude, then, 
that the answer to our question of 
worth is that the additional cost 
of color is not justified? 

No. We must examine our ob- 
jectives and decide then on the an- 
What 
is a good reason for using color in 
industrial advertising? 

For industrial advertising, the 
important functional uses of color 
are to emphasize product sales fea- 
tures, to build trade-mark identi- 
fication, to demonstrate mechanical 
establish campaign 
continuity, and to accentuate specif- 


swer to our other question: 


operation, to 


ic words or phrases. 

So, before passing judgment on 
two-color ads, we must ask our- 
selves these questions: 

1. What is the purpose of the cur- 
rent campaign? 

2. Is the same campaign being 
used in more than one book? 

3. Is this a new campaign or a 
continuation of a previous one? 

4. Has the advertiser identified 
himself with a particular color? 

5. Does this color appear in all or 
almost all his ads? 


Satisfy these Criteria . . The an- 
swer to these questions will give 
needed background information up- 
on which to analyze the perform- 
ance of the ads. For example, an 
ad that “Starched” poorly may have 
been pulling 
quality inquiries or even in getting 
Therefore, the readers who 
picked out the ad, although only a 


very successful in 


( orders. 


very small portion of the possible 
audience, may have been just the 
group you wanted to reach. The 
importance of thoroughly analyzing 
and checking the _ relationships 
among “noted,” “seen-associated” 
and “read most” is obvious. 

What have we learned from our 
study? We have learned not to 
use color indiscriminately. We 
have learned that use of color must 
satisfy one or more of the criteria 
for industrial advertising mentioned 
And, above all, we have 
learned the use of color should and 
must assist the reader to a better 
understanding of the ad. The more 


it does so, the better. a 


earlier. 
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Old and New .. Heie: 
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Chase improves merchandising 
with better industrial packaging 


Result: 


What do you do when your product comes 
in a wide assortment of sizes and shapes 

. and you want uniform, attractive pack- 
aging? It’s not easy, but good design can 
do the job. Here’s how one industrial com- 
pany did it. 





® CHASE BRASS & COPPER CO., one of 
the oldest companies in an industry 
that goes back more than 100 years, 
has proved to its own satisfaction 
in the past decade that modern 
packaging methods pay off . 
for a producer whose market is not 
consumer and 


even 


essentially at the 


no bulges, no ‘short measure,’ trade-mark prominence 


the retailing level. 

A Kennecott Copper Corp. sub- 
sidiary, Chase markets a variety of 
copper and copper alloy products 
for industrial, manufacturing and 
building Among 
copper water tube, automotive tube, 


uses. these are 
refrigeration tube, fastenings such 
as rivets and burrs, bolts and nuts, 
nails, tacks and fittings in a wide 
variety of sizes’. . and a great 
number of other copper, brass and 
bronze mill products. Much of this 
material is produced at the Chase 
plants in Waterbury, Conn., and 
Cleveland, O., and distributed 








through wholesalers and 24 Chase- 
operated warehouses. 


Fast Growth . . Packaging in the 
copper and brass industry, from the 
start, has had a Topsy-like growth. 
World War II, with its expanded 
use of electrical and_ electronic 
equipment, combined with the ra- 
venous demand for brass cartridge 
cases, cut copper and its alloys from 
all but essential uses in consumer 
goods even after the war, and Korea 
led to more restrictions on civilian 
uses of the vital metal. 

Until the period after World War 
II, copper and brass packaging had 
been largely concerned with protec- 
tion of material in shipment and 
little attention was given to boxing 
small parts, such as rivets and bolts. 
In the desperate scramble to pro- 
duce and deliver copper to indus- 
trial, military and civilian markets, 


No Roll . . Hexagonal package prevents 
insect screening from rolling off shelves. 


packaging was at best a secondary 
consideration. 


A Long Look... As far back as 
V-J Day, the Chase advertising de- 
partment, under the direction of 
advertising manager E. J. Malvey, 
decided to take a long and searching 
look into copper and brass pack- 
aging methods. The result of this 
investigation was a plan to stand- 
ardize and otherwise improve upon 
existing packaging methods and to 
begin effective packaging of materi- 
al which up to then had been han- 
dled only in bulk. Copper water 


tube, copper automotive tube, and 
copper refrigeration tube are good 
examples. 

Chase found that former practices 
of using a number of suppliers for 
containers had resulted in a rather 
confusing assortment of boxes for a 
given quantity of many types of 
fastenings. In some boxes, a gross of 
rivets would not fill the container, 
resulting in an impression of “short 
measure.” Other containers for the 
same amount were filled to the 
bulging point. Box colors varied and 
product identification was spotty. 


Reduce Total Packages . . This 
problem was overcome by careful 
re-design of containers which fitted 
exactly all standard batches of fas- 
tenings, all of uniform color, all 
with the Chase trade-mark worked 
prominently into the design. As a 
result, a large number of dissimilar 


HANDLE 
WITH CARE 


CHASE 


CHASE COPPER WATER TUBE 
Cee eer aa aaa 


Boxed Tubes. . Packaged « 


ing is easily stored, easily identified. 


packages for fastenings was reduced 
to just 17. 

The packaging of copper water 
tube also received a_ going-over. 
The consumers of this product, 
which is in high demand for water 
and radiant heating systems in the 
postwar building boom, wanted 
standard lengths that could be 
stored easily and easily stacked in 
a truck and moved to the worksite. 
This type of tube now is packed in 
cardboard boxes that show size, 
length, and type and also promi- 
nently display the manufacturer’s 
name and trade-mark identification. 


Refrigeration tube and automo- 
tive tube also are packed in the 
same manner and individual boxes 
of tube coils are, in turn, packed in 
cartons for shipment. 


New Box Won't Roll . . Bronze 
insect wire screening, traditionally 
made up in rolls, presented a spe- 
cial set of problems to the pack- 
agers. Screening is difficult to mark 
with the manufacturer’s emblem and 
name. Here again, the package must 
bear the entire load. of product 
identification and the essential data 
on mesh and width. In addition, a 
roll of screening on the shelf or 
floor of a hardware store has a 
disturbing tendency to roll away. 
This ruled out a tubular package 
and resulted in design of a hexago- 
nal box which stays put either on 
its side or on end and saves room. 

To round out the new program. 


Chase began to feature packaging 
as a sales point in its advertising 
in hardware, refrigeration and air 
conditioning, building and plumbing 
and heating magazines. 

As a further aid to people at 
the warehouse and building levels, 
Chase some time ago made avail- 
able a calculator which quickly in- 
dicates dimensions, weights per foot, 
weights of standard straight lengths, 
coils and case lots, and other impor- 
tant data for various sizes and types 
of red brass and copper pipe and 
water tube which is distributed 
through Chase wholesalers. a 


August 1954 /65 





-«- there's an -™ a Ts it. 


JOE 
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JOE 


--. it's the same 
as my last name. 


JOE 


--.- for full details- 
see me September First. 


1. Tease .. Plant 


JOE QUALITY 








IN FOUR LEAGUES 
AB AND SPECIALT 


4 MANUFACTURING SUPERVISION 


SEPTEMBER 


NOVEMBER 








3. Contest... 12: 


foremen, hikes product quality 


Campaign ranges from blotters to outdoor signs, gets results 


By E. T. Jones 


® WE HAVE USED sales promotion 
techniques on our own manufactur- 
boost product 
quality and lower costs. 

We aimed a full-scale campaign 
at more than 300 such supervisors, 


ing supervisors to 


and we believe we got results. 

The quality of our products, we 
knew, was high. But we believed 
that our campaign could actually 
lower operational costs while keep- 
ing that quality high. 

So we launched our three-month 
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campaign at 329 manufacturing su- 
pervisors, offering them special 
awards for high quality of product 
coming off the line at lower cost. 
The campaign impressed supervi- 
sors that (1) quality of workman- 
ship helps the plant meet its sched- 
uled obligations because products 
made right in the first place just 
keep moving, (2) products shipped 
on time do not wind up in a long 
repair cycle that always proves 
costly and (3) lower production 











4. Ups, Downs .. Special stickers 


at elevators push production drive. 





Joe Quality.... 
© SCOREBOARD © 
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monthly to conte showing 


costs lower prices, bring more busi- 
ness and provide more jobs for all. 

We pulled out all the promotion 
stops, from mailed teasers to out- 
door signs. The step-by-step cam- 
paign shaped up like this: 


1. A series of blotters with teaser 
copy went to all supervisors. 


2. Two later, large and 
small cut-out standees of a cartoon 
figure, “Joe Quality,” appeared in 
all plants. Joe appeared often, even 


weeks 








QUALITY 


Keep® , 
- this Pla” 


| PRODUCTION Re" 


ttetabepsubanae subldsabbaasee 


5. Outdoor . . Outside main plant 


ster pushes quality production idea. 


8. Mail . . Promotion mailings go to 
-ontestants in special envelopes. 


12. Quality Ties . . Emblem "Q” 


graces ties presented to contest winners. 


on memo pads distributed to all su- 
pervisors for communications. 

3. A 12-page instruction booklet 
announced a three-month contest 
for supervisors. The contest was for 
highest quality production. Quality 
was gaged by plant inspectors via 
their record reports. Contestants 
were divided into teams and even 
leagues. Winning teams received a 
silver cup. Winning individuals 
were honored at special company 
dinners, and finalists (and _ their 


6. Teams... First day 329 manufactur 


ing supervisors meet, pick contest teams. 


Teams 


9. Trophy .. divide int 


leagues. Top league wins silver trophy. 


13. Cut-Outs . . Waist-high cut-outs 


dot plant; messages change often. 


wives) won a holiday weekend at 
Atlantic City. 

4. To keep contestants on their 
toes, special stickers were attached 
near elevator push-buttons . . “Up 
with Quality” “Down with re- 
jects.” 

5. An outdoor sign helped. 


6. The first day, 329 supervisors 
met to elect team captains and team 
publicists (to feed the editor of the 
contest bulletin). 


7. News .. Weekly bulletins kee; 


lurjiec q f +} r . s+ Pr 
aavisea I nei nte 


SER. 
10. Detail .. Cc 


test arrangements . . 


ommittee handles con 


1ward dinners, et 


QUALITY = Kee? 


this pian! 


PRODUCTION RY”””® 





14. Blotter Push . . Bloiter campaign 


contestants keeps them trying 


7. The weekly bulletin detailed 
contest progress. 

8. Contest went 
in special “Joe Quality” envelopes. 


announcements 


9. Plant section managers auto- 
matically became league managers. 
To spur competition among leagues, 
a solid silver Vice-President’s Tro- 
phy was awarded monthly to league 
leader, and was finally presented 
permanently to the winning league 
in the three-month campaign. 
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Tear 


r 


pI 


10. A special committee handled 
details . 
ments for monthly award dinners, 
etc. There were four judges, two of- 


. monthly awards, arrange- 


ficial computers, four umpires, an 
award committee and a coordinator. 

11. To keep everyone informed 
on their production quality progress, 
an 82x11” “scoreboard” sheet was 
printed weekly and rushed to each 
supervisor contestant. Monthly the 
scoreboard was printed in red to 
show that the month’s contest was 
ended. Winners were shown. Final 
scoreboard, printed in green, an- 
nounced winners for the 
three-month contest. 


grand 


Second and third month winners 
were those teams with greatest im- 
over the 


provement preceding 


month thus even teams at the 
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ENOINEEEING PRODUCTS DEPART MEN 


QUALITY PRODUCTION CONTEST 


16. Quality Menu .. Awards are 


1t monthly dinners. Above: the menu 


19. Grand Prize . . Lavish weekend 


At ~ City is f 1393 


id prize 


bottom of the first month’s list had 


an equal chance in_ subsequent 


months. 

12. Neckties with a “Q” 
were presented to all team winners 
for wearing at award functions. 

13. Messages on Kleen-Stick 
stock on standees were changed oft- 


emblem 


en. 
14. Contest 
distributed. 


blotters were well 

15. Winning team captains were 
invited to executive offices each 
month for congratulations. 

16. Special menus were printed 
for each monthly award dinner and 
for the grand award dinner, listing 
the winners. 

17. Each menu included a sched- 
ule of events and the time sched- 
uled for each event. 


OCTOBER WINNERS 


Wally Watts Trophy 
SPECIALTY LEAGUE — J.T Women, Maneger 
° 
cCommenciat veacut 
Section 


17. Honors .. Back of menu lists the 


quality winners, 


jrouped by leagues. 


20. Hot Time .. Monthly and final 


award entertainment featured floor shows. 


18. Product quality posters 
pushed the idea in the plant. 

19. Here are the substantial 
awards received by the winners: 

First month winners: 125 manu- 
facturing supervisors. They won a 
trip to New York, cocktails and din- 
ner at the Taft hotel and a rodeo at 
Madison Square Garden. 

Second month winners: 129 su- 
pervisors. All were “Diamond Jim 
Brady millionaires” for a day. Each 
got $1,000,000 in play money and a 
“diamond” stickpin to wear in his 
“Q” tie during (play money) gam- 
bling session, cacktails and dinner. 

Third month winners: 132 mem- 
bers. More of same. 

Grand award winners: 139 mem- 
bers, plus wives, were entertained 
at three-day stay in Atlantic City. 

z 








A Salute to /RA/ILMOBILE 
on its 4-page TSN Insert 


TSN’s policy of “no inserts” was rescinded the end of June 
and the first advertiser to quickly take advantage of this 
greater advertising opportunity is Trailmobile Inc., Cincin- 
nati, Ohio. 

Trailmobile’s dominant four-page insert pictured above, 
appears in the August TSN. Only through a product news 
tabloid does the advertiser have the opportunity of such 
advertising magnitude, with pages 1 and 4 of the insert 
measuring 1114 by 16!4 inches and the center pages of the 
spread telling a captivating story in an area of 221 by 1614 
inches. TSN’s page size is the largest of any publication 
covering the fleet field. 





Here are a few Reasons Why More Adver- 
tisers are Running Regular Schedules in TSN 


. Editorially, as the only product news tabloid in the fleet 
field, TSN's service is unique. 


Agency— 
Farson, Huff & Northlich 


TRAAMOBAS gives yoo all these FEATURES oe CID tellers’ 


Trailmobile’s insert story announces its new “Customer 
Individualized Design” plan of making trailers to the ex- 
acting needs of its customers and prospects. 


The swing among automotive fleet advertisers is to TSN, 
not only in the increasing number of advertisers, but also 
in the use of larger and more dominant space. 


Plan now to take advantage of the advertising opportunity 
TSN represents in cultivating the Jargest buyer-audience of 
any fleet publication—41,291 (6 months average) BPA. Cir- 
culation to be increased to 50,000 effective with January 
1955 issue. 





Close to 200 Companies are Advertising 
regularly in TSN. Among them these Leaders: 


Airtex Automotive Div. Magline, Inc. 


Aluminum Company of America 
Andrews Aluminum Trailers 
Bendix Eclipse, Bendix Aviation 


Magnesium Co. of America 
Owatonna Tool Co. 
Plomb Tool Co. 


. TSN's editorial content stimulates reader-interest and 


reader-action. Readership is tops. 


Corp. 
Brown Trailers 
Clark Equipment Co. 
Eaton Manufacturing Co. 
Ford Motor Company 
Fruehauf Trailer Co. 
Fuller Mfg. Co. 
General Motors Corp. 
Gulf Oil Company 
Gunite Foundries Corp. 
Hendrickson Motor Truck Co. 
International Harvester Co. 
Leece-Neville Co. 
Lewis Shepard Products, Inc. 
Mahon Company, R. C. 


Pure Oil Company 

Perfect Circle Co. 

Signal-Stat Corp. 

Sinclair Refining Co. 

Sparke-Withington Co. 

Timken Detroit Axle, Div. Rock- 
well Spring & Axle Co. 

Trailmobile, Inc. 

Tranter Manufacturing Co. 

Twin Coach Co. 

U. S. Axle Co. 

Wagner Electric Corp. 

White Motor Co. 


. Format stimulates editorial and advertising readership. 
Advertising gets displayed—none buried. 


. Editorial content is concise, illustrated—written for busy 
automotive operations and maintenance men. 


. TSN provides coverage of the largest audience of fleet 
buyers, including not only the trucking companies, but 
also the private fleets — 41,291 BPA. 




















Write Today for 
Market Pointers 
Folder on Case 
Histories 


“Market Pointers on 
Selling Products and 
Services to the Trans- 
portation Industry” is 
jam-packed with 
history material 
ing with (1) 
tions, (2) maintenance, 
(3) replacement, (4) 
shop equipment, (5) 
freight handling, (6) 
terminal equipment, 
(7) office equipment, 
etc. Get your free copy. 


_ Transportation 
Supply News 


Now an independent publication, employee-owned 
Founded 1945 — Emil G. Stanley, Founder and President 


case- 
deal- 
opera- 


The Only Fleet Operations and Maintenance Product Tabloid 
General Offices: 22 W. Madison Street, Chicago 2, Illinois. FRanklin 2-7450 


New York 22 — 139 East 57th St., Plaza 9-3848 

Detroit 2 — 509 Stephenson Bldg., Cass and West 
Grand, TRinity 5-4420 

Pasadena 1 — W. R. Mcintyre & Associates, 423 First 
Trust Bldg., Ryan 1-6981 

San Francisco 5 — W. R. Mcintyre & Associates, 681 


Market St., Douglas 2-4475 
Atlanta, Ga. — Robert Carney, 933 Healy Bldg., 
Walnut 8900 


Tulsa, Okla. — Jack F. Cozier, 2125 E. 22nd Place, 
Phone 4-5555 


Cleveland — 850 Euclid Ave., Superior 1-6700 
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for six weeks; it’s unique 


But IM finds ad managers may be leery of restrictions 


By Merle Kingman 


® SPACE SALESMEN just don’t know 
how many good friends they have. 

INDUSTRIAL MARKETING knows. It 
found out after sending a brief let- 
ter to 15 or 20 industrial advertising 
managers, asking if they ever re- 
stricted space salesmen’s calls in 
any way (seeing salesmen only on 
certain days of the week, certain 
hours of the day, etc., to conserve 
the advertiser's time.) Fourteen re- 
plies came in, promptly, emphatical- 
ly and almost unanimously, saying: 
“NO.” Only one of the 14 indicated 
an attempt to limit appointments to 
two days a week, but this adman 
admitted difficulty in making it 
stick. 

Each advertising man gave his 
reasoning in lengths varying from 
several lines to several pages. The 
gist of it: salesmen offer a service 
too valuable to risk turning away. 
One advertising manager said that 
the space salesman is the one per- 
son from whom he can get sound 
counsel and important facts without 
getting a bill for it. (His remarks 
are published in full on the opposite 
page.) 

All this came about as a result of 
a news release that IM received 
from F. C. Stakel, advertising man- 
ager, Aluminum Co. of America, 
Pittsburgh. Mr. Stakel explained in 
an accompanying letter that the re- 
lease was a short story of a “vaca- 
tion” that Alcoa was declaring for 
space salesmen this year for the 
first time in its history. 

The release said that the company 
is planning the “vacation” between 
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Labor Day and October 17 and that 
during this six weeks, Alcoa’s ad- 
vertising department will devote all 
its time to formulating 1955 budgets. 

The release explained that the 
space salesman’s “holiday” was de- 
cided upon as the “most satisfactory 
way to insure the availability of all 
Alcoa ad personnel for planning 
conferences, management consulta- 
tion, pretesting and 
search.” 


market re- 


This was unusual. So IM dashed 
off its letter to various advertising 
executives to find out just how un- 
usual. 


My Gosh, No... In all justice to 
Alcoa, IM wishes to make it clear 
that it has no doubt that the “vaca- 
tion” was planned to increase ef- 
ficiency, not to harry space sales- 
men, and that Mr. Stakel 
space salesmen as much as any- 
body. If the space rep hasn’t got his 
story across by Labor Day, he prob- 


loves 


ably never will. That doesn’t lessen 
the almost complete unanimity of 
the replies, which probably are best 
summed up in the one from George 
Svenson, advertising manager, John 
Bean Div., Food Machinery & 
Chemical Corp., San Jose, Cal.: 
“My gosh, I don’t restrict space 
salesmen’s calls 
against a deadline of some kind, in 
which event I just tell them so. 
“Those fellows’ 


worth money to us, because we're 


unless I’m up 


knowledge is 


doing our darndest to select only 
the best media for our purpose. 
“Seems to me that setting up cer- 


F. C. Stakel . . ‘a vac 


tain days of the week to accept such 
calls could throw a monkey wrench 
into the salesmen’s tight schedules. 
I don’t approve of it.” 

There 
against restrictions. 

Keith J. Evans, director of mar- 


were other arguments 


keting and public relations, Joseph 
T. Ryerson & Son, Chicago steel 
distributor, pointed out that his own 
company’s salesmen wouldn't like 
such restrictions: 

“Our own salesmen find it diffi- 
cult when purchasing agents restrict 
their buying hours; thus, we would 
not consider developing a practice 
which, if used by customers, would 
tend to cut down the number of 
calls it is possible for our salesmen 
to make in a day. 

“There are many advantages, I 
realize, in seeing salesmen only on 
certain days and at certain hours. 

“However, if all companies 
adopted this practice, it would be 
necessary for salesmen to make ap- 
pointments which in all probability 
would cut down the number of calls 
and increase the so-called average 
cost per call. With many industrial 
publishers claiming that the aver- 
age cost for an industrial call is 
around $17, we should all do every- 
thing we can to reduce the cost per 
call rather than increase it.” 

Reflecting the same thought, ad- 
man Fred Emerson of Spartan Saw 
Works, Springfield, Mass., 
“We feel here the same as we hope 


said: 


our customers feel towards our own 
salesmen, and that is, that every- 
one is entitled to courtesy and an 


“ . 
ntinued on page 74 








Restrict salesmen’s calls? 


Never! They're too valuable 


Proving: the ad manager is a space rep’s best friend 


Advertising Manager 


By Fred J. Dunne 


Do you ever restrict space salesmen’s 
calls to certain hours of the day, days of 
the week, weeks of the year, etc.? IM 
queried various advertising executives 
about this (see story on opposite page). 
The following reply is published in full. 
If ever you doubted the value of the space 


rep, read this and win faith. 





® FAR BE IT from us to assign dog 
days to our good friends, the space 
peddlers. 

We value their calls and cultivate 
their cooperation. They are unique 
in the advertising fraternity the 
only ones I know who supply sound 
counsel and pertinent grapevine 
morsels without rendering an in- 
voice. 

Sure, they hope to more 
space, but they manage to keep 
salesmanship and friendship nicely 
divided, and I have never known a 
rep to use his helping hand as a 


sell 


lever to jack us up for a contract. 

Publishers’ representatives have 
turned a number of tricks for us in 
the past few years. When the big 
Livonia fire made headlines, we 
needed specific details about it that 
were not being published, and our 
men in the Detroit area were un- 
able to pry the information loose. 
An eastern space salesman volun- 
tarily made a side trip during a 
visit to Detroit, and within a week 
laid the data on our desk. How he 
got it, we don’t know. But we're 
glad that when he arrived in Dan- 
bury we didn’t tell our receptionist 
to thrust him back into the revolv- 
ing door. 


Glad We Saw This One. . Not 
long ago we needed a _ top-notch 
technical man to fill a key spot that 
came into existence as a result of 
our plant expansion program. Dan- 
bury, always a hat-making town, is 
still in its industrial infancy and did 
not have the man we knew we must 
find. With our business undergoing 
severe growing pains, no one on our 
management team could take the 
time to go out and beat the bushes 
of New England for a job candidate. 
But one of our space rep friends 
could, and did. He just asked a few 
short questions on each call for the 
next few weeks, and found us not 
one, but two specialists with the 
background we needed. 

How nice that he did not have to 
consult a schedule of visiting days 
before he could report back with 
the good news! 

Early this year we gave priority 
to a few hundred pieces of special 
equipment being manufactured in 
our plant. These were sure to meet 
the deadline, but we were in dan- 
ger of being unable to ship on 
schedule merely because we could 
not find a stamping house willing to 
blank out the several hundred spe- 
cial wrenches that must go with the 
units. We cast about in three states 
for a taker without luck. With our 
own shop not geared for press work, 
we would have to make them on a 
toolroom basis . . which would scut- 
tle our deadlines and costs. 


Without Cal, How Much? .. Cal 
Fisher of Steel overheard an an- 


Fred Dunne.. 


guished discussion of this problem 
during a visit, and volunteered the 
name of a small shop in Massachu- 
setts. An immediate telephone call 
gave us a better answer than we 
had hoped for. Not only would they 
do it, but they had tooling that 
could be altered inexpensively to 
turn out the job in jig time. Won- 
der how much it would have cost 
us to make those wrenches if Cal 
had been given a rain check that 


day? 


No ‘Days’. . If any calls must be 
regulated, we prefer that salesmen 
do it by phoning before they head 
for our place. It’s for their own con- 
venience, not ours. Danbury is 25 
from its nearest industrial 
Norwalk, and 25. hilly 
Waterbury. That 
70-mile round trip 


miles 
neighbor, 
miles west of 
means a 950 or 
over winding roads for nothing if 
we happen to be away, or tied up in 
a brass-bound And 
must of the sales reps who call on 


conference. 


us have little or no other business 
in Danbury. A miss at our plant 
often means they have drawn a 
blank for half a day. 


In the Front Door . . Turn away 
fellows who make this trip to check 
Not a chance. If 
we're really pressed for time, we 
say so, and the boys make the in- 
terview brief of their own volition. 
But we make it a point always to 
see them, and to give a little extra 
time to those who are making that 
first uneasy call. After all, a lot 


Continued on page 74 


on our needs? 
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Who’d be silly enough to stick a finger in an open socket? 
That’s right, no one — but you’d be shocked at the number of people 


who are equally careless with their best friend and servant, electricity. 


Short circuits, blown fuses and burned out appliances are a daily occurrence 
in every community. And minor disasters are all too frequent, too 
. .. the electric range that won’t heat up fast enough, the washing machine motor 


that hums but won’t turn over, the TV picture that fades away .. . 


This is the dirty work of inadequate wiring — chronic illness 
of more than 40 million American homes. 


shocking... 


It’s not only the hazard—although that deserves your most serious consideration. 
But think of all the inconvenience, too. The living room with only one outlet 

—a booby trap of 3-way plugs, extension cords . . . pull out the clock, 

plug in the radio. A bathroom with no outlets. 

Throw away the electric shaver Aunt Hattie gave you for Christmas. 


Like to vacuum the car? What, no outlet in the garage? 


How adequately wired is your home? Or that new house you’re thinking of buying? 

Talk to your electric light and power company — get their counsel. 

No, they don’t have anything to do with the wiring inside your home, but they are concerned 
with how economically and efficiently you utilize the electric power 

they deliver to your meter. Or, if you prefer, write us for your 

free copy of “Getting the Most From Your Home's Electric System.” 





Electrical World 


This message is the third of a series sponsored by Electrical World 

.. + for 80 years the basic reference of the operating and manage- 

ment men in America’s great electric power industry. Electrical 

A World serves them fast and faithfully each week with the industry’s 
D 


EQUATE rae sates aM a eS Saat , 
vont news, plant practice and technology. Here in its editorial pages 





an industrial giant lives and breathes and plans ahead. Here in 
its advertising pages, the leaders do business with the leaders. 





A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, NEW YORK + ABC * ABP 
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Restrict salesmen’s calls? 


of our advertising and marketing 
know-how was brought in the front 
door by these well-traveled fellows, 
and it behooves us to get off to a 
good start with each new rhan and 
maintain his friendship. = 





Alcoa stops them 


interview if at all possible.” 


‘Well Informed Men’. . Joining 
in the huzzahs for space reps were: 
G. M. Fletcher, director of adver- 
tising, Stanley Works, New Britain, 
Conn... “We find our contacts with 
reps are extremely productive.” 

I. A. Horton, sales promotion 
manager, Morse Chain Co., Detroit 
.. “The reason that we have never 
limited space salesmen’s calls is that 
we believe we have greatly profited 
by their visits, not only in respect to 
information on particular publica- 
tions, but also we feel they have 
advanced our knowledge of adver- 
tising, in general.” 

Hugh W. Foster, advertising man- 
ager, Pullman-Standard Car Mfg. 
Co., Chicago . . “We have, through 
the years, tried to develop real 
friendships in the railway trade 
publishing field . . both in the space 
side and editorial side of the busi- 
ness. These representatives are in- 
telligent and well informed men 
who invariably have something of 
interest for me when they call. 
Therefore, I try to see the repre- 
sentatives when they call on me, no 
matter what day or what hour of 
the day.” 

R. D. Drake, manager of public 
and industrial relations, Foote Min- 
eral Co., Philadelphia: “In our par- 
ticular line we limit advertising to 
a relatively few business publica- 
tions and I am always anxious to 
talk with these men whenever they 
are in town. We will occasionally 
have a call from a new source and 
it is our policy to talk with these 
men even if there is little chance of 
doing business with them. 

“This policy is dictated by our 
desire to become as well acquainted 
in our particular field as it is pos- 
sible and to obtain as much data re- 
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garding others in our line as we 
can. We find that space salesmen 
are a very important source of data 
on current marketing activities.” 


See Our Agency, Too. . Several 
admen made sure their agencies get 
into the act. J. D. Jentze, manager 
of advertising and sales promotion, 
Crane Co., Chicago, said: “In that 
we lean rather heavily on our agen- 
cies to make recommendations for 
our media for the yearly schedule, 
we do suggest that the space sales- 
men call on the account executives 
to give them information so that 
they can study it to make further 
recommendations to support or dis- 
count our personal contact with the 
salesmen.” 

L. H. White, assistant advertising 
manager, Cities Service Petroleum, 
New York, echoed this sentiment 
but affirmed that “our door is al- 
Ways open.” 

The man who makes appoint- 
ments only on Tuesdays and Thurs- 
days is James S. Gillespie of Exide 
Industrial Div., Electric Storage 
Battery Co., Philadelphia, who said: 

“It is quite a problem! Our feel- 
ing is that publisher’s salesmen, like 
our own, have a tough and often 
discouraging job to do . . so, when- 
ever possible, we see every sales- 
man. as promptly as possible. 

“However, we realize that this is 
a very inefficient method of han- 
dling the situation from our stand- 
point, since we are actively con- 
cerned with space only during the 
latter part of September and the 
early part of October. So, we have 
considered: (1) seeing none, but 
referring them to our agency, (2) 
refusing to see any salesman who 
has not made a previous appoint- 
ment, (3) seeing salesmen on Tues- 
days and Thursdays only, (4) talk- 
ing to them only by phone and (5) 
seeing them only by our request. 

“In actual practice, we have been 
‘chicken.’ But more and more we 
are refusing to see unannounced 
salesmen, or at best speak to them 
very briefly by telephone. Salesmen 
who telephone for appointments we 
see on Tuesdays or Thursdays; or, 
if this is not convenient for sales- 
men, we refer them to our agency. 
Our only exceptions are calls by 
salesmen from the West Coast. 

“However, there are times when 


we do not want to be interrupted 
from other duties. At 
such times, we ask the receptionist 
to refer salesmen to our agency. 
“We are 
seeing no salesman except between 
Sept. 15 and Oct. 15, at which time 
we make up space recommenda- 
tions for the coming year. All other 
calls to be referred to the agency. 
However, we have not made this a 
definite policy as yet, because we 
like most of the salesmen who call, 


important 


seriously considering 


and sympathize with their prob- 
lems. We know how much it costs 
for a salesman’s call.” 


True Confession . . One advertis- 
ing manager who made a full con- 
fession that he has converted vir- 
tually from a “tough” to a “soft” 
policy toward space reps is Harold 
Elfenbein, veteran advertising man- 
ager of Parker-Kalon Div., General 
American Transportation Corp., 
New York. 
“While I’m _ not 
probably have a terrible reputation 


proud of it, I 


among space reps,” he said. “Most 
of the publishers’ people know I am 
a ‘one-man-band’ and after ten 
years they undoubtedly take me for 
what I am. But there was a time 
when I just wouldn't see anyone! 

“That was a number of years ago 
when I was sweating out our gen- 
eral catalog. By Sawyer, who was 
then a district manager for Factory, 
even sent me a clever telegram in 
rhyme trying to crack the ‘paper- 
curtain’ I had set up around myself. 
(Unfortunately for By, it didn’t 
work at the time.) 

“It is a different story today. I 
have no set program for seeing 
space salesmen and if I am free I 
will see them. 

“Over the years the worm has 
turned because I have discovered 
that I benefit from a space sales- 
man’s visit even if we don’t do 
business together. Basically I’m not 
a media man and could never hold 
the proverbial candle to the expert 
my agency employs. Still, I do want 
to know as much as I can about the 
publications we aren’t using as 
those we do. Moreover, the market 
data these boys have at their finger- 
tips often proves invaluable.” 

And that just about clinches it. 
Obviously, everyone loves the space 
rep. 5 








Metalworking Executives 


average 3 hours per month 


reading MACHINERY’S “deilding pages 


These three questions asked in a survey among 1,000 top metalworking execu- 


tives determined the value advertisers get from their advertising in MACHINERY... 


QUESTION #1 — Will you try to es- 
timate an aggregate number of 
hours you spend during the month 
in reading and consulting 
MACHINERY'S advertising pages? 


AVERAGE: 3 HOURS PER 
MONTH PER EXECUTIVE! 





QUESTION #2—How many men 
in your plant or department see 
your personal copy of MACHINERY? 


OVERALL AVERAGE: 
8.1 MEN PER COPY! 





QUESTION #3—Approximately how 
many years have you been a reader 
of MACHINERY? 


THE AVERAGE EXECUTIVE 
SURVEYED HAS BEEN A 
MACHINERY READER 
FOR 14.2 YEARS! 


Here is impressive proof of the value of MACHINERY’S 


advertising pages as the marketplace for Metalwork- 


ing Products. It reaches the right people... it is thor- 


oughly read...it is read by executives who have 


been using it for an average of 14 years! 


Published by THE INDUSTRIAL PRESS 
148 Lafayette St., New York 13, N. Y. 
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Buying patterns vary all over the map 


No matter where they go—your salesmen know that the real buying influ- 
ences can be found only through repeated plant calls. 


Whether it consists of one man or twenty men in each plant, there is a 
distinct buying pattern—and patterns vary from plant to plant. Put, whatever 
the pattern—it is made up of the same key men, regardless of title, your 
salesmen must see to sell. 


MILL & FACTORY readers are selected on this same sales-contact prin- 
ciple. A nation-wide staff of 1,645 sales engineers—men who sell machinery, 
equipment and other products to industry, build and maintain MILL & 
FACTORY ’s circulation lists. These up-to-the-minute lists reflect plant and 
personnel changes when they occur. 


Through repeated sales calls, these sales engineers know the key buying 
influences personally—and select them to receive paid copies of MILL & 
FACTORY. 


Your advertising message in MILL & FACTORY goes directly to the key 
executives, regardless of title, your salesmen must see to sell. 





{ 
soa! Mills Factory 
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Do-It-Yourself As a Market 

® The rapid growth of the “do-it-yourself” mar- 
ket has attracted attention from a number of in- 
dustrial advertisers who have found that their 
products are being used in considerable volume 
in the domestic field. Of course, home work-shops 
and other phases of “do-it-yourself” are not new, 
but the growth of the field has been accelerated 
so greatly by the mechanical experience of young 
men in the second world war, and have been en- 
couraged to such an extent by high costs of home 
maintenance and repair that the field is now one 
of real importance to many classes of manufac- 
turers. 

We heard recently of one large steel company 
which has decided to work out a program with 
hardware stores to enable home owners and oth- 
ers who want to use its products to do so with a 
maximum of information and satisfaction. It is 
preparing a kit for distribution through these re- 
tailers, showing the various kinds of products 
home mechanics can make, using steel or com- 
bining it with other materials. Considering the 
many millions of people who are now interested 
in making things, in maintaining or improving 
their homes, this looks like an endeavor which in 
the aggregate would create a substantial tonnage 
of new business for steel mills and their distrib- 
utors. 

Manufacturers of portable electric tools were 
among the first industrial advertisers to adapt 
their lines and their merchandising programs to 
take advantage of the growing importance of the 
do-it-yourself market, and since they are expand- 
ing rather than reducing their efforts, it seems to 
be evident that it is one which will well repay 
cultivation. Advertising and merchandising care- 
fully adapted to the requirements of the field are 
of course in order. 


Social Aspects of Conventions 

® A writer in Advertising Age recently raised 
the question as to whether the social activities 
connected with business conventions are not get- 
ting to be so important as to dominate the pro- 
ceedings. He suggested that business men who 
want to justify their expense of time and money 
in convention attendance recheck the content of 
the convention programs and try to make them a 
better investment. 

While we are in agreement with the idea that 
a convention should have sufficient solid meat, 
represented by convention speakers and the dis- 
cussions which follow their addresses, to justify 
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convention attendance, we are likewise convinced 
that the personal contacts which are one of the 
pleasant features of all conventions should not be 
lightly brushed aside. 

Getting together with friends in the business, 
and discussing current problems on a more in- 
timate and confidential basis than is possible in 
public meetings, represent a valuable addition to 
the stock of information which every business 
executive considers important to the proper op- 
eration of his job. The most successful members 
of most industries are those who not only go to 
conventions and listen to the formal speeches, but 
also take advantage of the opportunity for more 
intimate discussions with leaders of their fields. 

So we say, improve convention programs and 
make them just as useful as possible, but don't 
underestimate the value of the friendly, informal 
and personal contacts for which the purely social 
phases of conventions provide opportunity. 


Readership Must Be Rewarding 

= One of the first things the student of reader- 
ship research learns is that readers cannot be 
forced to spend time perusing ads which are not 
sufficiently informative or stimulating to justify 
the effort required to absorb their contents. No 
matter how many readers turn the page and are 
exposed to an ad, it must offer something worth 
while to keep the reader from turning the page 
again and giving his attention to a message which 
he considers more worth while from his own spe- 
cial, selfish viewpoint. 

This is something which advertisers find it dif- 
ficult to comprehend. The “we” attitude reflected 
in their copy, which often excludes the “you” in- 
terest almost completely, seeks to dominate the 
reader and force him to a conclusion without pro- 
viding the evidence on which such a favorable 
conclusion can be based. And yet those who pay 
for selfish, unrewarding advertising of this kind 
often cannot seem to understand why a larger 
number of readers have not shown interest in 
what they have had to say. 

This does not mean that every ad, to be suc- 
cessful, must command the highest possible read- 
ership. Many times the advertiser picks out of a 
large number of readers the select few who he 
knows are in the market for his product right 
now, and undertakes to give them a complete 
demonstration of the arguments in favor of what 
he has to offer. This plan may not always get a 
high readership rating, even though it may have 
done a very good job. 








200 MILLION HORSES 


and a food bill of 


14 billion dollars! 


This is the cost of fuel consumed 


mers) (liesel power 


annually in the industry 


1. MARKET 


a. Engines produced annually 125,000 
b. Engines requiring annual overhaul 600,000 


c. Engines requiring constant servicing 1,250,000 


BREAKDOWN OF ENGINES BY INDUSTRY 


Industry No. of Engines Av. HP 


Railroad 53,000 
Highway Transportation 141,000 
Municipal & Utility 8,400 
General Industry 196,000 
Petroleum 52,000 
Mining 29,000 
Construction 310,000 
Agriculture 320,000 
*Marine 70,000 
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1200 
140 
1250 
300 
200 
150 
150 
75 


300 


TOTAL 1,179,400 engines (+75,000 misc. engines) 


*The Marine Industry is covered by our companion publication MOTOR- 


SHIP. 


2. COVERAGE 


1. 43 Diesel Engine Manufacturers 

2. 144 Million Engine Replacement Market 

A 13,000 circulation is beamed at volume Diesel users. (For 
instance, 1500 Indepedent Diesel repair shop readers are 
responsible for an average of 169 engines apiece a total 
of 253,000 engines.) 

Editorial stories are technical written or edited by 4 staff 
engineers. The major emphasis is on Diesel maintenance, 
but each issue must contain information on the design, ap- 
plication, operation, as well as maintenance of the engine. 


3. SIGNIFICANT TRENDS 


New markets in agriculture, construction, freight-handling, 
utilities, and frozen produce, mean peak Diesel production 
for years to come. Technical advances in the reduction of 
cost and weight-per-horsepower make the Diesel competitive 


in even the cheap Gasoline Engine Market. 


These are basic concepts and form the framework of each 
issue. Monthly, these concepts are developed in different in 
dustry settings. Thus the mechanical man learns not only 
about the engines he is using, or should use, but learns this 
information in the vernacular of his own specific vertical 
industry. 

This keeps the Diese] manufacturers, their engineers and 
distributors, on their toes for they must design and sell 
engines according to the dictates of their customers and out 


readers. 


To keep pace DIESEL POWER has: 

1. Increased circulation by 50% in last 3 years 

2. Added®8 more editors for a total 5 : 

3. Pioneered articles for future Diesel development 

This program has resulted in a consistent advertising gain. 
Volume for first 7 months of 1954 is 25% ahead of all com- 
petition. 


DIESEL PUBLICATIONS, INC. 192 Lexington Ave. New York 16, N. Y. 
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George L. Staudt 


Peruna’s Gift to NIAA 


George Staudt, National Industrial Advertisers 
Association’s new board chairman, came _ to 
industrial advertising via (of all things) patent 
medicines. Since 1949, George has been adver- 
tising manager at Harnischfeger Corp., Mil- 
waukee. His background includes advertising 
work at Illinois Central Railroad and Standard 
Register Co. .. six years as a World War II 
intelligence officer . . and writing radio com- 
mercials for Peruna. George is known for an 
ability to inspire cooperation among associates 

. a trait that should help in his NIAA post. 


James R. Williams 


Brings ‘magic’ to sales promotion 


“This will be a neat trick,” said Jim Williams 
when he switched from field selling to become 
sales promotion and advertising manager at 
Signode Steel Strapping Co., Chicago, in 1949. 
For 25 years Jim has practiced magic on his 
friends. Now he’s using his hobby in business. 
His latest gag is a number changing playing 
card that Signode salesmen are springing on 
customers. An active NIAA member, Jim be- 
comes a director of the Chicago chapter this 


fall. 
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Claude V. Meconis 


He Played a Guitar 


Claude Meconis has been typesetter, ad getter, 
newsgatherer and billing clerk for a small town 
newspaper; he played guitar in an orchestra; 
he worked as a carpenter; he wrote cartoon 
captions; he publicized an airline and wrote 
retail copy. This interest in “everything,” he 
says, is the best qualification for becoming an 
advertising man. In 1946, he joined Rapids- 
Standard Co., Grand Rapids, Mich., as a pub- 
licity writer, became assistant advertising man- 
ager two years later, and advanced to the top 
spot in 1950. Most recent achievement: a vice- 


presidency of NIAA. 


T. Stanley Glover 


Organizer of NIAAA Chapters 


A thorough background in engineering has 
proved invaluable to Stanley Glover in his 
daily work as a director of Ferres Advertising, 
Ltd., Hamilton, Ont. Born and raised in Eng- 
land, he received his engineering degree at the 
University of Toronto, and switched to sales 
and advertising six years later. A member of 
the engineering institute of Canada, Mr. Glover 
helped organize both the Hamilton and Toronto 
chapters of NIAA, and has just been elected a 
vice-president of the national organization. 
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Horse and Buggy Hospitality 


; : ; ; B THESE LEADING HOTELS AND RESORTS 
in their knowledge that the nearest competitor was miles away. But ADVERTISE TO MANAGEMENT MEN 


today's innkeepers must vie vigorously for their share of the business- IN BUSINESS WEEK 
All-Year Club of Southern California 


In stagecoach days, tavern keepers enforced rules like these, secure 


travel and vacation markets. That is why leading hotels and resorts 
(Los Angeles County, Callif., 


advertise in Business Week. Through Business Week they are reach- Board of Supervisors) 
Bismark Hotel — Chicago 
ing their best prospects— management men who travel frequently for (Bismark Hotel Co.) 
‘ ° 7 Essex House Hotel — New York 
both business and pleasure. And, in Business Week, advertisers reach 
Hilton Hotels Corp. 
more management men at less cost than in any Lord Baltimore Hotel — Baltimore | 
(The Lord Baltimore Hotel Co.) 
other general business or news magazine. i Mayflower Hotel —Washington, D.C, 
Hilton Hotels Corp.) 
Plaza Hotels — Cincinnati 
Thomas Emery’s Sons, Inc.) 
YOU ADVERTISE IN BUSINESS WEEK WHEN — Roosevelt Hotel — New York 
YOU WANT TO INFLUENCE MANAGEMENT MEN i reais Senate Coop) 
ee Statler Hotels Co., Inc. 
ts Tamanaco Hotel — Caracas 
x U S | N - S S W a E K : (Intercontinental Hotels Corp.) 
| Waldorf-Astoria Hotel — New York 
Hilton Hotels Corp.) 
A McGRAW-HILL PUBLICATION ource: Publishers Information Bin 


330 WEST 42ND STREET, NEW YORK 36, N. Y. ae | | 
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George A. Wescott, Plant Engineer, Remington Rand Inc., Tonawanda, N. Y., says, “We use 
CONOVER-MAST PURCHASING DIRECTORY constantly and would be lost without it.” 


CONOVER-MAST PURCHASING DIRECTORY PUTS YOU AT THE 
RIGHT HAND OF PLANT AS WELL AS PURCHASING EXECUTIVES 


Are you tapping the great volume of buying inquiries 
coming from plant and engineering executives? 

You automatically tap into this steady stream of in- 
quiries that mean sales when you put the selling 
power of CONOVER-MAST PURCHASING DIRECTORY 
to work for you. It is not only at the right hand 
of purchasing agents, but also plant and engineering 
executives—in practically every plant throughout 
the country. 

C-MPD will get profitable business for you. Send 
for ‘How to Use Directories for Best Results.”” No 
charge. 
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SCREWS’ BOLTS Nurs 


Conover-Mast 
‘PURCHASING DIRECTORY 


205 EAST 42nd ST., NEW YORK 17,N. Y. 


BRANCH OFFICES 
CHICAGO «+ CLEVELAND «= LOS ANGELES 
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‘Who’s got our baby?’ 


How to get attention at a trucking convention 


® ADVERTISING MANAGER Doyle W. 
Lott of Reo Motors, Lansing, Mich., 
is a little embarrassed these days 
when he tells the story of the “baby 
Reo.” 

The “baby” is a quarter-size 
working model of the 1906 Reo au- 
tomobile. It was built by Reo’s 
founder, the late Ransom E. Olds, 
for display in the 1906 New York 
automobile show. Mr. Lott wanted 
to use the little car for the same 
purpose during the American 
Trucking Association convention in 
New York next October. 

There was only one catch . . the 
car had been mislaid somewhere in 
1936. No one knew where to find it. 

“We wrote letters to the Smith- 
sonian Institution, the Ringling 
Brothers Circus Museum in Sara- 


sota, Fla., Greenfield Village in 
Dearborn, Mich., and similar in- 
stitutions,’ Mr. Lott reports. “We 
even asked collectors of old auto- 
mobiles.” 

So where did the “baby Reo” fi- 
nally turn up? It was located in the 
garage of Carl Hell, Altoona, Pa. 
He’s the Reo distributor for the ter- 
ritory. 

“It just never occurred to us that 
someone in our own sales organiza- 
tion might have the car,” Mr. Lott 
said shamefacedly. 

“We realize that many people will 
look with skepticism on this state of 
affairs and think we knew where it 
was all the time,” he said. “We 
toyed with the idea of smuggling 
the little car out of Altoona and 
‘finding’ it under more colorful cir- 


year Tire & Rubber Co., Akron. Life size counterpart transports coal and iron ore between 
Lake Erie and Ohio River. Model will be housed in trailer for tour of Ohio. 


cumstances, but decided that would 
be even less convincing than what 
actually happened.” 

At any rate, Reo’s “baby” will be 
at the trucking convention, helping 
commemorate the company’s 50th 
anniversary. 

Mr. Lott did not mention whether 
or not armed guards would be sta- 
tioned at the convention to prevent 
the car from disappearing again. 


‘Invisible salesman’ developed 
for shows or point of purchase 

An “invisible salesman” has been 
developed by Mohawk Business 
Machines Corp., Brooklyn. 

The “salesman” is a playback de- 
vice which delivers a prepared sales 
message from a small recorded tape 
playing machine through a five- 
inch square speaker. 

The device would be useful for 
point-of-purchase promotion or in 
show or exhibit booths. 


Industrial promotion? 
Now it's wallpaper pinwheels 
Paper pinwheels promote J. M. 
Huber Corp., Borger, Tex., maker 
of printing inks, carbon blacks, kao- 
lin clays, chemicals, oil and gas and 
oil field production equipment. 
The “Huber News,” the company 
publication, ran an article on wall- 
paper because Huber sells clay to 
wallpaper makers. Two wallpaper 
swatches are pasted into the publi- 
cation along with the article. 
Directions tell how the swatches 
can be made into pinwheels for the 
customers’ children (or even the 
customers) to play with. 


Mail piece wears an earring 
to promote new ceramic stain 
Earrings are promoting gray ce- 
ramic glaze stains for Pemco Corp., 
Baltimore. 
Pemco’s problems in promoting 
Continued on page 84 
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to answer this oft-asked question 





which gives 
greater value? 
... how much? 


... these, and many other questions are answered in the handbook, 
“How To Buy Better CIRCULATION VALUES” 





“AIDS TO ADVERTISERS” 
Putman Publishing Company, 111 East Delaware Place, Chicago 11, Illinois 


Without charge, please send me the “AIDS” checked below: 

(1) “HOW TO BUY BETTER CIRCULATION VALUES” 3 fore} Avs =a. Ti, [eq 
(2 “How To Buy Better Editorial Values” 

0) “After All, What IS an Inquiry?” 


FOR YOUR 


USE 
THIS 
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. 45K for this helpful handbook 








...no charge to industrial advertising buyers 








Specifically prepared for industrial ad- 
vertising buyers, this handbook answers 
such questions as — 


a. What is the real difference between 
“paid” and “non-paid” circulation? 


b. What can the buyer learn by study- 
ing a magazine’s ABC or BPA 
(CCA) Audit? 


c. What can you tell about the quan- 
tity and quality of a magazine’s 
readership by looking over its:audit? 


23 such questions are asked .. . each is 
answered in terse style, with straight- 
forward facts! 

These questions and factual answers 
are often avoided as “too controversial.” 
Here they are considered candidly and 
freely, that the advertiser may have full 
information to buy intelligently. 

This handbook is made available to all 
industrial advertising buyers... without 
charge... asa contribution to better in- 
dustrial advertising. For convenience, a 
coupon is provided. See left-hand page. 


THESE TWO“AIDS’” ALSO AVAILABLE 


1. “How To Buy Better EDITORIAL VALUES” 


This 80-page handbook asks 37 penetrating ques- 
tions, as a seasoned advertising buyer would ask 
them . . . and answers them with factual informa- 
tion that “digs beneath the surface.” 


2. “After All, What IS an Inquiry?” 


This 64-page handbook is a study of inquiries and 
what they mean to an advertiser . . . with specific, 
practical suggestions for the care and handling of 
such response. 


Request either, or both, of these handbooks. No charge to 
industrial advertising 


buyers. See coupon on left-hand page. 


PUTMAN PUBLISHING Co. 
111 East Deiaware Place, Chicago 11, Illinois 


Publishers of Food Processing * Food Marketing » Chemical Processing 
New York + Cleveland + Detroit + Rochester + $t. Lovis » Los Angeles * San Francisco + Portland 


PUBLISHING 
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its new gray glaze stain were that 
gray is not a dramatic color but has 
rather a connotation of gloom and 
that selling color is a sideline since 
the company’s major products are 
glaze base compounds. 

To promote the gray stain, Pemco 
made up a mail piece saying, “Wom- 
en Love Gray” because “gray ac- 
centuates the beauty of other col- 
ors.” 

Brief text on the colorful mail 
piece announced the four new gray 
ceramic stains. The piece drove 
home its point with a single ceramic 
earring colored with the gray glaze 
stain. The piece told its recipients: 
“Remind the Pemco man to give 
you the other earring. Then you 
will have a little gift to take home 
to your wife.” 


Sample ‘truckload’ promotes 
industrial work gloves 

Samples by the “truckload” are 
promoting Stanflex work gloves to 
industrial glove distributors. 

The distributors recently received 
a wire announcing a truckload of 
the gloves were on the way. Before 
they could find out who placed the 
order, the “truckload” arrived from 
Pioneer Rubber Co., Willard, O. . . 
a toy truck containing samples of 
the company’s plastic coated work 
gloves. 

A mail piece followed up the de- 
livery. 


Defects problem of producing 
sound film underground 

Here’s a company that believes 
in being authentic when it produces 
a promotional film. 

Thats Gardner-Denver Co., 
Quincy, Ill., maker of rock drills. 
The company wanted to make a 
sound movie showing its drills in 
action underground. But technical 
difficulties of recording under- 
ground sounds are such that few 
companies attempt it. 

Gardner-Denver built special 
electrical generating equipment to 
furnish the necessary current and 
went underground with photo- 
graphic and recording equipment to 
produce a dramatic film on under- 
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ground quarrying operations. And 
the film was produced entirely by 
the company’s photographic depart- 
ment, without help from outside 
moviemakers. 

The 16 mm., 23-minute film is 
available for showings to engineer- 
ing societies, civic organizations, 
churches, schools and other inter- 
ested groups. 


Black & Decker helps dealers 
build do-it-yourself HQ’s 

A “Do-It-Yourself Headquarters” 
display is helping to build sales of 
portable electric tools for Black & 
Decker Mfg. Co., Towson, Md. 

The company shows dealers how 
they can build a “Do-It-Yourself 
Headquarters” display out of a 
standard counter. The counter will 
display many of the tools and ac- 
cessories used by do-it-yourself ad- 
dicts. 

The company’s monthly bulletins 
give dealers tips on how to get va- 
riety in their do-it-yourself mer- 
chandising efforts. 


Bag of taconite pellets 
promotes Minnesota's progress 

® MINNEAPOLIS . . The Minneapolis 
Chamber of Commerce says Minne- 
sota is “on the march” . . says it 
with a bag of taconite pellets. 

The chamber has sent out a mail 
piece, made up of a small cotton 
sack containing four of the marble- 
size pellets refined from the state’s 
taconite (low grade iron ore) de- 
posits. 

Tag attached to the bag says tac- 
onite is a “billion dollar baby” that 
eventually will employ 10,000 per- 
sons .. “another example of Minne- 
sota on the march.” 

Continued on page 88 


All Aboard . . Visitors toured new suburban Chica jo plant of Vapor Heating Corp. 
; , for an fork 14+ 4, “ke “OMmpan. crintenc > tor 4 
in comfort on fork lift trucks company maintenance men fitted with seats. Twelve com- 


pany lift trucks were used on tour, each bearing 


emblems of Vapor customers. 





Sales increased 1100% in 18 months... sales in 1953 
up 700% over previous year... and MODERN 
MACHINE SHOP is a big reason why. 


Why is it so good? . . . How did it get that way?... 
Why does it stay that way? ... These are questions 
about MODERN MACHINE SHOP answered in four 
new booklets of media facts now available to you. 


Here’s proof that you get the EXTRAS in MODERN 
MACHINE SHOP... proof that it alone has the effec- 
tive mass circulation to give both deep penetration in 
the large plants and complete coverage of the medium 
and smaller plants. 


Learn why and how you can take advantage of 
MODERN MACHINE SHOP’S 44,000 circulation, 
largest and most effective in the industry, for your own 
product and profit. Write for free copies of new media 


~~ Put your money | 
where your maeket is! 


MODERN MACHINE SHOP 
431 Main St., Cincinnati 2, Ohio 
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DU PonT 


BLEACHING 


Is your literature in ==) A systems 


this group! 


Here is a splendid method of getting ® High Quality 

your sales material in the hands of 7 ; 

actively interested prospects. ; PEROXIDE CLEACKING 
See that TEXTILE INDUSTRIES gets 

copies of all your current and new at low cost 

material. It will be listed, without 

charge, in the widely consulted “Help- 

ful Booklets” feature of this magazine. 


Information on general industrial 
equipment and services, as well as on 
that specifically for textile manufac- 
turing, is welcome. 

(Literature pictured is only a frac- 
tion of the total pieces currently listed 
in TEXTILE INDUSTRIES.) 





4 Faw They's Pay 





ind In Retera 


4 Pais thes's Bock 


To sell America’s huge 
textile manufacturing market 


Textile Industries is 
your BASIC advertising medium 


ae he 


ee 
et oS eee . 
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THE TEXTILE INDUSTRY IS A BIG... AND ACTIVE MARKET 


13,940 requests 
for advertisers’ 
literature 


HE INTEREST TEXTILE MEN are showing 

in new equipment and methods is 
terrific. It’s one of the healthiest business 
signs you can look for. 

Each month TEXTILE INDUSTRIES re- 
ceives hundreds of requests for more in- 
formation on new equipment items and for 
manufacturers’ literature listed in our 
“Helpful Booklets” feature. Total cards 
from readers last year was 13,540. Thou- 
sands more went direct to manufacturers, 
for their addresses are given with every 
piece of literature listed. 

There are reasons why your literature 
gets this more active interest from 
TEXTILE INDUSTRIES readers. TEXTILE 
INDUSTRIES is exceptionally strong with 
management and production men — men 


active in the mills, men who are responsible 
for mill performance. 


These are the men your literature is 
written for — the same men you want 
your advertising to reach. And more mill 
men receive and read TEXTILE INDUSTRIES 
than any other textile journal. 


Net paid circulation is teamed with 
Directed Distribution to give you this more 
productive coverage of the men who will 
buy from you. The plan makes sense — so 
much sense that it is building a record of 
inquiry and sales response unapproached 
in textile advertising. Advertise in TEX- 
TILE INDUSTRIES. You’ll see. 


TEXTILE INDUSTRIES, 806 Peachtree Street, N. E. 
Atlanta 5, Georgia 
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\) 
CLEANERS 
CLEANING MACHINES 
DRAWING LUBRICANTS 


POWER PLANT AND 
MARINE SERVICE 





Drumming Up Promotion. . Dra! 

drums don't build business, Magnus Chem- 

i, N. J., decided. They 

hin c t attention, and 

Versatile . . Master display unit of S. Morgan Smith Co., York, Pa., can be moved from promote the Magn and adopted 
show to show, fits booth spaces varying from to 40-foot frontages. The mpany says this eye-catching orange, blue and white 


the unit has solved its display problems for the next 10 years. jesign by industrial designer Jim Nash. 


Hall booklet shows how service 
company can sell its wares 
MACWHYTE COMPANY Service organizations have a 
wD aa problem in telling just what they 
have to sell. 

Hall Laboratories, Pittsburgh, 
specialist in the use, treatment and 
disposal of water in industry, solved 
this problem by dramatizing its 
work on specific problems. 

The company issued a 10-page 
booklet which tells specific cases of 
water problems in various indus- 
trial plants, then relates how Hall 





helped solve the problems. 

The booklet includes a history of 
the company, and it tells of the 
various services the company has 
to offer. 


Contest among customers 
finds new product uses 
Minnesota Mining & Mfg. Co., St. 
Paul, sponsors a contest among cus- 
tomers to promote its “Scotchlite” 
brand reflective sheeting. 
The contest checks actual field 
a uses of the sheeting to find unique 
ideas and designs, thus the com- 


Selling Circulars . . Mem ; 
Macwhyte Cox wire ro pany s customers are contest partic- 


Macwhyte S wire rope harder 
ipants. 

The three contest winners receive 

cowhide brief cases. B 
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NEW YORK ¢ 


The big sales 


are made to the 
Chemical and 
Process Industries 
at the 

Exact Point 
where research 


is translated 


into production... 


.. through INDUSTRIAL & ENGINEERING CHEMISTRY, 
the “Economy Buy” that 
gives advertisers COMPLETE REPRESENTATION 
in the 24 Chemical and Process Industries 
at only $475 per page—$5,700 for all 12 issues. 
For $600 LESS 
than the next chemical and chemical engineering 
magazine in the field 
you reach 30,000 professional chemists and chemical engineers 
who do the HIGH LEVEL 
applied research, design, development, and operations 
PLANNING. 
Buying is a team operation in the C&PI... 











Chemistry 


not a one man, one title, one function job. 


IAL & ENGINEERING 


An American Chemical © 
Society Publication US 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
430 Park Avenue, New York 20, N. Y. 


CHICAGO ¢ CLEVELAND « LOS ANGELES ¢ SAN FRANCISCO ° SEATTLE « HOUSTON ° DENVER 
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SUPER MARKET CONSUMER STORE of the W. B. Barr Lumber Co., Denver, 
Colo., is exemplary of AL&BPM dealers. Subscriber — 8 years, rating — 
$125,000 to $200,000. 


This Year, Lumber ¢ Building Products Dealers 


OUTSIDE SALESMAN Walter Hunt, of the Rosenthal Lumber & Fuel Co., 
Crystal Lake, Ill., gives advice to consumer ‘customer who is building home 
himself. Rating—$200,000 to $300,000. This typical AL&BPM dealer is a 
42 year subscriber. 


For $3 BILLION in Consumer Purchases of - 


HOME PLANNING CENTER of W. R. Shaw Lumber Co., South St. Paul, Minn., 
is representative of American Lumberman dealers. Subscriber—46 years, 
rating $300,000 to $500,000. 


The rapid post war growth of the do-it-your- 
self market first appeared on Saturday mornings 
in retail yards of the nation’s lumber and build- 
ing products dealers, in the pattern of home 
owners seeking materials and advice on home 
maintenance and modernization projects. 

Lumber dealers capitalized on this consumer 
traffic created by their exclusive handling of 
building materials to the point that they dom- 
inate retail sales to the do-it-yourself home 
improvement market. And with such sales esti- 
mated to reach over $4 BILLION this year, lumber 
dealers will sell the lion’s share—THREE BILLION 
DOLLARS. 

Naturally, much of this will be lumber and 
building products, but lumber dealers will also 
sell their do-it-yourself trade millions of dol- 


lars in related shelter products that were form- 
erly sold by hardware, paint, garden supply and 
other specialty retail outlets. 

Today, 3 out of 4 consumer do-it-yourself 
dollars are spent at lumber yards because the 
lumber dealer offers the greatest diversity of 
shelter products, one-stop shopping for prac- 
tically every shelter need, easy payment install- 
ment credit and because lumber dealers have 
made their stores service centers for practical 
how-to-do-it advice. 

In his development and handling of shelter 
product sales to the do-it-yourself consumer, 
the lumber dealer has had a full working part- 
ner: American Lumberman & Building Products 
Merchandiser, his bi-weekly business magazine. 

American Lumberman helped the dealer by 


Ge reach dealers 


AMERICAN | 


& BUILDING PRODUCTS MERCHANDISER 


Editorial & Executive Offices: Twentieth Floor, 139 North Clark Street, Chicago 2, Illinols 












MODERN STORE FRONT & DISPLAY WINDOWS of Singer Lumber Co., Inc., 
New Orleans, La., is typical of American Lumberman dealers. Subscriber— 
22 years, rating—$200,000 to $300,000. 
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ISLAND & WALL DISPLAYS of Schrader Lumber & Coal Co., “New olka, 
Mich., are characteristic of ALEBPM dealers. Subscriber —23 years, rating— 
$35,000 to $125,000 


Store Counters Will Be [r= ras 






Lumber Co., 


DO-IT-YOURSELF CLINIC for amateur craftsmen, conducted by Milligan 
Inc., Des Moines, la., is in the pattern of American Lumberman 
dealers. Subscriber—24 years, rating—$750,000 to $1,000,000. 








BILLBOARDS, DIRECT MAIL, NEWSPAPERS, POINT OF PURCHASE MATERIAL, 
RADIO & TV are used by AL&BPM dealers to attract do-it-yourself consumer 
customers. 


Shelter Products For Doucet Application 


For everyone interested in the retail merchandising of lum- A MN - 
ber, building and related shelter products, it’s American L ay 
Lumberman because: FIRST IN THE FIELD—1873 © BIGGEST 


CIRCULATION—over 23,000 dealers, over 2,300 wholesalers 
© TIMELY—every other Monday, 26 issues per year ¢ MAX- 
IMUM VISIBILITY—readable, trim format, saddle-stitched, 
opens flat ¢ ECoNoMICAL—costs less © RESULTFUL—the 
prestige, authority and usefulness of its editorial service 
increases believability, impact and effect. 


providing editorial and advertising informa- 
tion on what, when and how to sell the consum- 
er shelter products, a mat service to help the 
dealer prepare effective local newspaper ad- 
vertisements, a quality consumer magazine for 
local direct mail use and point of purchase 
material designed specifically to sell the do-it- 


yourself customer. 

As a result, the pages of American Lumber- 
man give prompt access to the interested atten- 
tion of the over 23,000 dealers who control the 
final 3 feet of sale for 75% of the current do-it- 
yourself consumer market in shelter products. 


“Can | " 


é Wong pa 
s 


Published every other Monday 


Financial 6-5380 Other Offices: ATLANTA, CLEVELAND, NEW YORK and the WEST COAST 











OW DO YOUR SALESMEN THINK OF THE PA? 
































OR STEPPING STONE? 


Many a sale — which might have been an order, with 
repeat orders to follow — has been killed on the Pur- 
chasing Agent's desk. The difference is often a salesman 
who tries to bypass the PA. . . as against a salesman who 
sells the PA first, last and always. 

If you expect your salesmen to cultivate the PA, isn’t it 


If you sell an industrial product ... 


put PURCHASING power behind it! 


plain common sense — and good sales policy — to make 
sure your advertising doesn't bypass him? Do as most 
leading industrial advertisers do — use PURCHASING 
Magazine. It gives you the largest available coverage 
of industrial purchasing executives . . . is the one busi- 
ness publication purchasing men read regularly. 


PURCHASING 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


The basic magazine on any industrial advertising schedule! 


A CONOVER-MAST 
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NZ 


Writing an ad? Don’t be 
selfish, lazy, boastful, dull 


®™ THIS Is the time of year when a 
lot of otherwise good, sane copy- 
writers get the wanderlust and want 
a taste of greener pastures. 

Why there is this seasonal factor 
in job-hunting, nobody seems to 
know. It starts in the late spring, 
and it goes clear on through the 
summer. You see them on the 
street with their samples under 
their arms. Sometimes _ they’re 
stacked up three deep in the recep- 
tion room if the copy chief is a little 
late getting back from lunch. 

And the pity of it is; when you 
get right down to the brass tacks 
of the interview, most of them are 
singing the same old song: 

“IT want to get out of industrial 
advertising. I want a crack at con- 
sumer.” 

Industrial . . 
the difference? 


consumer . . where’s 


There Has to Be an Idea. . The 
problem is still one of moving goods 
to people through the power of an 
idea. 


That’s 
about. 

It’s about showing people at 
work the products that can make 
that work easier, less costly, more 
productive and more time-saving. 
Any writer who can bring those 
people and that product together 
through an idea expressed in head- 
lines, illustrations, and text . . is 
never going to be out looking for 
another job. He’s going to be too 
busy, too happy . . and the other job 
is going to be looking for him. 

How has industrial advertising 
managed to get itself so badly typed 
by some young people that they 
want to “get out of it” .. as though 


what advertising is all 


it were some kind of a strait-jack- 
et? 

And, conversely, what's right 
about industrial advertising so that 
good people ought to want to stay 
with it? 


Just What Are You Selling? . . 
What’s wrong with industrial ad- 
vertising is the same thing that’s 
wrong with a lot of consumer ad- 
vertising . . except that industrial 
advertising exhibits a lot more of 
it. This is advertising written from 
the standpoint of the man who 
makes the goods rather than that 
of the man who buys them. 

It is writing from a selfish atti- 
tude for an advertiser who has 
never clearly defined what it is he 
has to sell. 

It is . . let’s face up to it . . lazy 
writing . . writing off the top of the 
head by a man who is too lazy to 
get in and dig for the real news, the 
real information, the real benefit 
that is inherent somewhere in every 
product and every service. 

What's right with industrial ad- 
vertising is the same thing that’s 
right with the best consumer cam- 
paigns. 

It starts with an understanding 
of people and why they buy. The 
designer, the engineer, the plant su- 
perintendent, the straw boss, the 
“cat skinner” . . yes, and the presi- 
dent and chairman of the board . . 
don’t basically “tick” any differently 
down at the office or out on the 
job than they do at home. 

They respond to _ ideas 
forceful expression. They recognize 
advertising as a basic means of 
communication and they come 
more than half-way to meet a writ- 
er who has taken the trouble to dig 


given 


out a newsworthy, informative idea, 
and who can express it boldly, vig- 
orously, believably. 

Not the big claim. Not the boast. 
Not the brag. Not the glittering 
generality. But the significant facts 
of what this product or service can 
do for the man who buys it . . or 
has already done for the man who 
has already bought it . . that’s what 
makes good advertising . . indus- 
trial, consumer, print, radio, or TV. 

And industrial advertising offers 
the greatest opportunity for a writ- 
er to demonstrate he can dig out 
these facts and put them together 
in an advertisement to deliver an 
idea that moves merchandise. 

Perhaps we're being academic. 
Perhaps everybody knows these 
things by this time. 

But oddly enough, there’s still 
more bad than good in the pages 
of the business papers today. 

And still more oddly, in a num- 
ber of instances, good ads and bad 
are being signed by the same ad- 


vertiser . . why, we'll never know. 


For example, here are two 
“spreads” in the same issue of Fac- 
tory Management & Maintenance, 
both signed by General Electric, 
both announcing new products, one 
signed by GE, Syracuse, the other 
signed by GE, Schenectady. 

The boys from Syracuse are bent 
on talking about themselves . . and 
nobody, but nobody, is going to get 
a word in edgewise. Here’s how 
they scream .. in black script on a 
buff tint block: “A Great 450 MC 
Unit Sparks G.E.’s New ‘Guarantee 
Policy’.” 

You don’t even know what they’re 
screaming about till you get to the 
sub-head: “G-E 2 Way Radio 
Years Ahead With Selectivity Guar- 
anteed For Life!” 

Well, maybe we’d accept that, GE 
being what GE is . . if they would 
follow it up and tell us what it 

Continued on page 96 
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saskatchewan stampede, tv tour, translucent trailer 


SASKATCHEWAN STAMPEDE: Hundreds of prospectors are hunting new uranium 
fields in Canada. Enthusiasts claim “there’s a solid sheet of uranium-bearing 
ore from Quebec City to the Arctic Circle’ —some 50 new mining company 
stocks have materialized —more than 1000 sq. miles have been staked out. 
Experts are skeptical but the miners won't be discouraged — and the fever’s 
spreading as CPI progress brings atomic fuels nearer commercial practicability. 








Things happen fast in the Chemical Process Indus- 
tries... like atomic energy progress, new plants, more 
plastic uses... like new equipment purchases, largest 
in all manufacturing. And in this busiest of U.S. 
markets, keeping up with the news is indispensable 
to industry decision-makers, That’s why CHEMICAL 
WEEK, with swift coverage of developments affecting 
management affairs, draws the biggest executive 
audience of any magazine in the field. 


TV TouR: Commercial Solvents Corp. made lots of friends 
when they televised a new plant opening in Sterlington, La. 
A neatly packaged sales pitch, the program took viewers 
on a “tour” of company facilities— proved advertising can 
be not only palatable, but even downright entertaining. 
The show’s a good illustration of heads-up CPI public rela- 
tions — the new $20 million plant, an example of expansion 
that’s made this field industry’s biggest-buying market. 


With accent on business interests, CHEMICAL WEEK 
provides an editorial service unique among process 
publications. That’s why its circulation and ad page 
gains have topped them all every year since 1950. 
And that’s why more and more sales-hungry adver- 
tisers keep turning to CHEMICAL WEEK... to create 
preference among business-minded men active at all 
buying levels. In the Chemical Process Industries, 
CHEMICAL WEEK is management’s own magazine. 


alert management, and... 


in the chemical process industries ...it’s management’s own magazine 


» 


























TRANSLUCENT TRAILER: No 

end of applications for 

plastics! Here’s Seaboard 

Transportation Co.’s new- 

est innovation —a trailer 

body of polyester resin 

and glass fiber. Company 

ce cana ws KENWORTH says: translucence speeds 
SEABOARD loading — bodies are light- 
5| weight and strong, eco- 
| TRANSPORTATION CO. nomical to produce and 
2500 | maintain. Aside from 
me advantages to chemical 
shippers because plastic 

is corrosion-resistant, 

development promises 

big new outlet for resin 

and glass fiber makers. 





Chemical Week 


A McGRAW-HILL PUBLICATION © ABC: ABP 
McGRAW-HILL BUILDING, NEW YORK 36, NEW YORK 








ALERT MANAGEMENT wants all the facts when it’s seeking wider 
distribution and engaged in a multi-million dollar expansion pro- 
gram like the J. T. Baker Chemical Co. of Phillipsburg, N. J. “Need 
your trends in focus to stay on top of this market,” says V. P. and 
Gen. Sales Mgr. Ralph A. Clark. “And I don’t know a better place 
than CHEMICAL WEEK to find out what’s happening now, what to 
expect from this fast-moving field tomorrow. You bet I read it!” 





copy chasers... 


begins on p. 93 
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GENERAL B ELECTRIC 





General Electric . 


means. But do they? They do not. 
They follow it up with the stuffiest 
piece of copy written at or for GE 
since somebody down there dis- 
covered Gallup and Robinson. Here 
it is, and we haven't altered a 
word: 


- 


Today, as always, General Electric 
stamps its products with a quality brand. 
Here is not just another piece of mobile 
radio gear to satisfy consumer need... 
here is a standard of performance for the 
industry to follow. IF tuning .. . guar- 
anteed for life! Your interests deserve 
nothing less than the criteria G.E. has 
established for mobile radio performance. 
Examine every feature of this outstand- 
ing 450 MC equipment. Compare power 
. reliability . . . maintenance require- 
ments because the story of GE's 
superior design is right there for all to 
see ... for all to take advantage of. Get 
the G-E 2-way radio story today. 


Honestly, now, who is supposed 
to be reading this message? And 
what is he supposed to be getting 
out of it? “Not just another”... 
“a standard of performance for the 
industry to follow” ... “your inter- 
ests deserve nothing less” . . are 
these facts supposed to get us ex- 
cited about this rather unattractive 
looking bunch of tubes in a box? 
Not us, GE we've read them 
words before. 

We could get excited about the 
guarantee-for-life, if you told us 
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. the boys from Syracuse have a lot to learn 


about it anywhere in the spread . . 
what it means, does it cost any- 
thing, is it on a complete unit basis, 
or do we just get some new tubes 
. . but all there is specific on it is a 
picture of a hand holding a piece 
of paper with an engraver’s dream 
of a border . . and that kind of in- 
formation just isn’t up to the GE 
standard. 


They Can Do Better . . The boys 
from Schenectady do a whale of a 
lot better on a considerably more 


IeTEOR ATES 


DSVIANON SQUARED 


More News Adout 

Genera! Electric 

lestruments for 
improving 


Predect Quatity 





complex product. They’ve got two 
pages, too black-and-white 
handsomely regimented news pho- 
tographs in a Life-like layout that 
says “news” right away. 


They’ve put a flag up in the cor- 
ner, “GE Developments in Instru- 
mentation for Quality Control,” and 
they’ve put a restrained news head- 
ing on it: “General Electric An- 
nounces Two New Integrating In- 
struments For Better Quality Con- 
trol.” And then they take us by 
the hand and tell us exactly what 
they are trying to do for us: 


. quality-control analysis of continu- 
ously moving samples can now be ac- 
curately determined. General Electric's 
two new direct-reading instruments, de- 
signed to do this, are the answer... . re- 
duce statistical analysis variables to sim- 
ple slide-rule calculation. Accuracy of 
about plus-or-minus 3% full scale is pos- 
sible when integrating over a two-minute 


period. 
They tell us who can use it: 


such products as textile yarns, 
strip metal, paper, wire, plastics, rope, 


and photo film. 
They tell us what it checks on: 


Measured variable could be thickness, 
width, diameter, density, or any other 
deviating quality. 

They follow it up with four pic- 
tures of other instruments after the 
subheading, “More News,” and give 
us a good-sized coupon to send in 
for the technical bulletins. 

Continued on page 100 


GEWERAL ELECTRIC ANNOUNCES 
Two. New 
Integrating Instruments 


FOR BETTER QUALITY CONTROL 
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General Electric . 


. they can get it from the boys at Schenectady 








How THE City OF EVANSTON Buys MUNICIPAL EQUIPMENT 


BEFORE equipment is bought by city 
and town governments, a number of offi- 
cials must give their approval. Evanston, 
Illinois (population 73,641),is no excep- 
tion. When Mr. Edward W. Smedberg, 
Superintendent of Streets, wants to buy, 
he makes a recommendation to Commis- 
sioner of Public Works Joseph L. Rose. If 
Mr. Rose approves, he in turn passes the 
recommendation on to City Manager 
Bert Johnson. Then Mr. Johnson must 
agree to the purchase and present it to the 
Mayor and City Council for final okay. 


Mr. Smedberg writes, “I find the ed- 
itorial material in THE AMERICAN 
CITY particularly useful in learning how 
important problems are met by officials 


in other municipalities. This information 
enables our own city to approach similar 
problems in a prompt and efficient 
manner. On more than one occasion 
your publication has directly influenced 
the purchase of equipment by my 
department.” 

Purchasing for other departments fol- 
lows tle same pattern. Wherever the 
buying power is, THE AMERICAN CITY 
covers it, with subscriptions for not only 
Messrs. Smedberg, Rose, and Johnson, 
but also the City Engineer, Water Works 
Superintendent, Parks Superintendent, 
Traffic Engineer, and the Mayor. These 
men will see your sales message if you 
invest your advertising dollars in THE 


AMERICAN CITY. 








LEFT TO RIGHT 


Superintendent of Streets 
Smedberg, City Manager 
Johnson, Commissioner 
of Public Works Rose in- 
spect the operation of an 
Asplundh portable wood 
chipper, which disposes 
of brush in Evanston's 
streets and parks. 


Inset — Edward W. Smedberg 


American City 


470 Fourth Avenue, New York 16, N.Y. 
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Business Publications 


Every subscriber to a 
McGraw-Hill Publication hag been... 


LOCATED 


and identified through personal reading counselor contact .. . 
plant unit report ... direct mail... or voluntary subscription. 


SCREENED 


... to make certain his job function makes him eligible to receive 
the publication. 


SOLD 


... on the value of subscribing to the specific publication suited to 
his job interests. 


SERVICED 


... with authoritative editorial discussions, and reportings, on new 
methods, materials, products, processes, services, techniques, shop 
practices, and short cuts pertinent to his specific business problems. 
Paid Business Publications must consistently provide the right 

kind of help in order to deliver the values the reader pays for. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


tte, 
ARD 330 WEST 42nd STREET, NEW YORK 36, N. Y. QD: 
I mars 


HEADQUARTERS FOR BUSINESS INFORMATION 
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copy chasers .. 


What more is any ad supposed to 
do? The boys at GE, Syracuse, 
have a lot to learn from the boys 
at GE, Schenectady. 

Here’s another pair . . this time 
from Signode Steel Strapping Co., 
a page facing a half page, again in 
the same issue of Factory. 

The page has all the cliches in it 
that have ever been used in the 
steel strapping business. Here (in 
gray on black, if you can see it) is 
the giant man of muscle, holding a 
box. The box has steel strapping 
around it. You can tell it is Sig- 
node Steel Strapping (we guess) 
because it has the same _trade- 
mark, in miniature, that appears on 
the man’s belt, of all places. 


some facts. 

Here’s the heading, not too bad: 
“This unitized carton makes one 
equal sixteen!” 

And the sub-heading: “Signode 
Unitizing Method That Can Work 
for You!” 

And they’ve got real dollar fig- 
ures in the copy and a big bold sig- 
nature so we can tell who they are. 

But it makes us wonder what 
goes on in Signode’s corporate mind 
when the same company runs a 
bad one and a pretty good one, fac- 
ing each other. 


How Tricky Can You Get. . 
We're still reading Factory, and 
here’s another pair . . on industrial 





SIGNODE 


CUTS LOSS AND DAMAGE 
FOR CARRIERS 








This anitized carton makes one - sixteen! 


Sgrade Umening Merhed Tho! Cam Work for Tow 


SIGNODE Steel Strapping Co. jf 
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Here is the train, the truck, the 
ship, the airplane and the old, 
tired words: 


signode methods . 
Truck users and tru 
efficiency and positive 
Overseas and coastal 
wners, and stevedoring « 
extended the use... 
Air shippers and airlines 
adopting... 
. set the standards that others 


Frankly, now, why bother! 

But, right on the opposite page . . 
same product, same company 
Signode gives us a case history with 
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ight through 


wiping towels, this time. 

Maybe even you, convinced as we 
hope you are by now that an in- 
formative idea gets you a reader 
faster, would stop where the writer 
of this Kex National Service ad- 
vertisement stopped. He got hold 
of an idea and managed to so 
obscure it with trickery that read- 
ers will have a hard time stopping 
long enough to find it out. 

Here’s the heading: “With Kex 
wiping towels ...1 Buy Wipes — 
Not Weight” 

And there’s the germ of an idea 
there, in the first paragraph: 


I decided long ago to stop buying scrap 
rags and waste by the pound and switch 


to Kex wiping towels because a lot of the 
stuff we were getting wasn’t usable. It 
had no uniformity and the men had to 
pick and choose the right piece for every 
job. That isn't true with Kex — every 


square inch is usable. 


But to get to the idea of replacing 
scrap rags and waste with a towel, 
the reader first has to get by the 
grand-daddy of all illustrations 
smiling man, in front of product, 
which in this case is presumably a 
package of towels, fresh from Kex 
National Service, although it might 
be tents, tarpaulins, or tulle, as far 
as you can tell from the halftone. 

And even though this is first- 
person copy, it doesn’t take long to 
find out it’s phony. The smiling 
man is unidentified, and the next 
paragraph of the text is the tip-off: 

After the first few months of using Kex 
service my month-end cost for wipers 


jown substantially. 


Just how much, friend? What 
was it before? What is it now? 
Your cost accounting department 
must have some figures around 
some place. 

And we don’t run the risk of 
scratching or damaging delicate precision 
machinery. 

What kind of machinery? Just 
what kind of business are you in, 
friend? Any relation to my kind 
of business . . any information here 
we can really use? Way down at 
the bottom, we find out what this 
is really all about. Kex is (ap- 
parently) a national line rental 
service, because they tell us “You 
Don’t Buy A Thing — just pay a 
low monthly rental.” 

And isn’t that, right there, the 
basic idea of the service Kex has 
to sell? Why do they go all the 
way around the barn to get there? 
That’s our question, and we'll an- 
swer it . . because some copywriter 
stopped thinking too soon! 


*The man who writes for Kex’s 
competition . . Scott Paper Co. . . 
thought a whole lot harder and a 
whole lot longer. We don’t buy 
his top heading 100% . . “To meet 
a human need .. .,” but he’s talk- 
ing about people, and hands, and 
cleanliness, so maybe we’ll forgive 
him. Everything else in Scott's 
message is everything a top-notch 
writer can be proud of turning out. 

Continued on page 102 
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’ Preferred by industrial purchasers 


MacRAE’S:.:. 


Produces for industrial advertisers 


In one convenient volume MacRAE’S BLUE BOOK gives the essential indus- 


trial product data that industry’s buying decision makers need. By eliminat- 
ing non-industrial matter it avoids extra-book confusion and saves look-up 
time. Busy executives appreciate it. A survey among more than 18,500 leading 
industrial plants receiving the BLUE BOOK annually brought out this fact: 


In 4 out of 5 plants receiving it, 
MacRAE’S is the most used buying guide. 


That kind of preference pays off to BLUE BOOK advertisers. That 
is why the nation’s top-ranking suppliers to industry have found 
BLUE BOOK advertising productive throughout 62 consecutive 
years, a record no other industrial directory can match. That is 4 ho 
why the “comers,” too, are depending on MacRAE'S selling power, 


i 


as 291 new advertisers in the current issue attest. J R 6 
is A 


Reserve space now in the 1955 issue of MacRAE 


ONE BOOK conericn 
Also Wesacg 


Need... 
ix MacRAE’S scox 


18 East Huron Street, Chicago 11, Illinois 
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To meet a human need... 


Scott Industrial Wipers bring a new standard 
of safety and efficiency to industrial Wiping 


| an Monte of Prutgnber <0: meet mein 











He gives us, in pictures and cap- 
tions, examples of where, how and 
why his product is used: 


Arms Industry requires a 

wiper that can pick up 

: then be thrown away 
so that carefully machined parts will 
be scratched. Scott Wipes are the 


The Candy Industry, in particular, 


needs a clean, safe wiper. Scott Wipers 
are a natural for bakeries, dairies — 
iny place where cleanliness is a must. 
Women employees, especially like these 


wipers 


The Electrical Equipment Industry must 
have a versatile wiper. From dusting to 
leaning away heavy grease, Scott In- 
justrial Wipers are equally adaptable 


for huge armatures or fragile condensers. 


That shows real digging for in- 
formation, and how expertly those 
facts are laid end-to-end. “Ab- 
sorbent — pick up metal chips and 
then be thrown away.” “Women 
employees, especially, like these 
wipers.” “Versatile .. . from dust- 
ing to cleaning away heavy grease.” 
Those words work. So does the 
main text, under the sub-heading: 
“Scott Industrial Wipers bring a 
new standard of safety and effi- 
ciency to Industrial Wiping.” 

Today, all over the country, more and 
more companies are changing to this en- 
tirely different wiping material — the 
Scott Industrial Wiper. 
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Scott Wipers now make wiping a scien- 
tific step in production — measurable in 
terms of cost, safety, and efficiency. 


Wherever you use wiping materials 
now, try Scott Industrial Wipers. See if 
they don't do a better job. And they’re 
excellent for wiping hands and face. 

Most firms have found an _ on-the-jok 
pilot installation to be the best way of 

ving the 


Wipers. A Scott man stands ready t 


merits f Scott Industrial 


jemonstrate this in your plant. 


Handsome, recognizable picture 

of the product. Coupon handy, too. 
And it gets an OK AS INSERTED for 
the combined efforts of J. Walter 
Thompson, New York, and Scott 
Paper Co., Chester, Pa. We hope all 
of you remember it the next time 
you have to think through a prod- 
uct as apparently void of ideas as a 
paper towel. 
You Can Scream Too Hard. . 
The industrial lubricant boys vary 
all over the lot, too, mostly on the 
bad side. But easily the worst of the 
bunch, out of five or six competing 
oil companies in the same issue of 
the magazine is this one for Shell 
Alvania Grease. Screams at us, it 
does, “Hush! Hush!” 


But does this here grease cut 
down on screams, hush things up, 
make machines run quietly? No, 
we missed the point, because the 
next thing they tell us is this: 


Every project at this Aerojet Plant has 
a Secrecy Classification. But . it’s no 
secret that all production machines in 
this plant use just one modern multi- 


purpose grease ... Shell Alvania. 


*We stopped listening, and we 
went a little further back in the 
book. We found one of _ those 
wonderful Standard Oil of Indiana 
ads on industrial lubrication, and 
we read every word. Here’s what 
Standard told us: “How a little talk 
(with the right person) stopped a 
lot of chattering.” 


And here’s the text: 


Chattering and scoring of ways was 
causing trouble for the Elkin Tool and 
Manufacturing Company of Detroit. The 
trouble was on a big planer, operating 
under extremely heavy loads. A Stand 
ard Oil lubrication specialist recom- 
mended the use of STANWAY #95, a 
very stable oil having extreme oiliness 


and containing a tackiness agent. Re 
sult: smooth operation, complete elimi- 


nation of chattering and scoring. 


Idea . . boldly, vigorously, believ- 
ably presented? Yes, on all four 
counts. This Standard of Indiana 
series started a long time ago, and 
the quality has never varied. Let’s 
give an OK AS INSERTED to GEORGE 
SOTER, copywriter, McCann-Erick- 
son, Chicago, for living up to a 
great tradition and doing it very, 
very well. 

Have we made our point? Let’s 
repeat it again: 

Not the big claim. Not the boast. 
Not the brag. Not the glittering 
generality. But the significant facts 
of what this product or service can 
do for the man who buys it .. or 
has already done for the man who 
has already bought it . . that’s what 
makes good advertising. 

So don’t come around this sum- 
mer, you cub-writers, and you guys 
with four or five years experience 
under your belt, and tell us you 
want to get out of industrial writ- 
ing and get a crack at consumer. 
Because, if you do, we'll know 
you’re running away from the 
greatest chance to improve adver- 
tising and your own place in ad- 
vertising that ever existed .. sim- 
ply because you haven’t dug hard 
enough, long enough, enthusiasti- 
cally enough to find the idea that 
is waiting for you. 


The Copy Chasers 





pile 
How a little talk 
(with the right person) ma 
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Standard Oil . . we read every word 





MAGAZINE 
OF 


Petrochanics 





FOR 
@ DRILLING 
@ PRODUCING 


@ FIELD 
PROCESSING 


@ PIPELINE 
@ REFINING 
@ PETROCHEMICALS 


AN EQUIPMENT TABLOID 
EDITED FOR THOSE WHO DESIGN, 
SELECT, PURCHASE, INSTALL AND 

MAINTAIN EQUIPMENT THROUGHOUT 
THE PETROLEUM INDUSTRY... 


To provide a service in the oil and gas industry now unfilled. 


35,000 distribution; 85% to contractors, engineers, superintend- 
ents and foremen. 


Editorial content will deal with new equipment and mechanical 
engineering principles as they apply to equipment for oil and 
gas operations (Petrochanics). 


Designed to create a reader mood for equipment. Buyers, speci- 
fiers, designers and users will be interested — NOBODY ELSE. 
Format and exclusive treatment of equipment will create the 
urge to act among these buyers, specifiers and designers. Fast 
48 hour service for inquiries will serve both reader and advertiser. 


Only 1/9th units or 2/9th units, black and white, acceptable. 
Rates $90.00 per unit on 12-time basis. ADVERTISING FORMS 
FOR FIRST ISSUE WILL CLOSE OCTOBER 1, 1954. 


OFFICES 


NEW YORK CITY DALLAS 
500 Fifth Ave. Mercantile Bank Building 
Phone LOngacre 4-1750 Phone STerling 3074 


PITTSBURGH HOUSTON 

429 Fourth Ave. Sterling Building 
Phone ATlantic 1-4835 Phone CHarter 4626 
LOS ANGELES 


650 South Grand Ave. 
Phone VAndike 0722 


ENGLAND 


111 Thorley Pong ”. aaa 
Phone Ringway 4702 
Cheshire, England 


CHICAGO 


105 West Madison St. 
Phone CEntral 6-2537 


TULSA 


211 S. Cheyenne Ave. 
Phone 3-6291 


PETROLEUM PUBLISHING CO., INC. « 211 S. CHEYENNE e BOX 1260 e TULSA, OKLAHOMA 
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improving the visual presentation of editorial content (which builds 
through-the-book reading of ads too) is the series of Dusenbury 
Clinics ...twelve so far, in New York and Chicago... in which 
ABP editors get a continuing course in effective visual techniques. 


How to make people read more. It’s the editors’ job to 
turn out a paper interesting enough to make people want to buy it. 
And the handling of headlines, pictures, type and format have a 
whale of a lot to do with getting people to read. A major help in 


Why 153° business papers keep 


management...all have their part in the ABP 
program. It helps them develop a greater breadth 
and depth of editorial service...to study new 
techniques to step up readership...to build better 
circulation ...and to operate business papers 


You may have noticed that the best business papers 
keep getting better...stepping up their value for 
readers—and for advertisers. 

It’s no accident. They work hard at it! 


One very real force for growth is the continuing 





drive of the Associated Business Publications, 
which now has 153 hardworking member publica- 
tions taking active part in its very extensive pro- 


soundly —as a business. 


All this, of course, helps make ABP member 
papers more effective advertising media. 


Here, for example, are a few of 


gram. Editors, publishers, admen, people in cir- 
the many continuing ABP activities, 


culation, production, promotion and business 


Clinics coast to coast...a record 
breaking 400-plus turned out for ABP’s 1954 
Eastern Conference, attending working ses- 
sions on circulation, editing, production, 
promotion, research, sales and manage- 
ment. Just as successful were ABP’s Mid- 
western Clinics in Chicago...and the meet- 
ings in Seattle, San Francisco and Los 
Angeles. These sessions provide practical 
forums for the exchange of ideas that work. 
They help to develop better business papers 
-».and better advertising results. 
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i ABP goes to college . . . and vice The mechanics of the job...a 
¥ versa. ABP has now extended Associate Production Management Roundtable 
Memberships to six universities that offer and an Accountants’ Roundtable have 
regular courses in business journalism. In been added this year to the long-standing 
fact, ABP has been working with the colleges ABP editorial, circulation, _ promotion 
for thirty years; in the past year alone, over and sales roundtables, to bring increas- 
28 schools from coast to coast have heard ing efficiency to these important phases 
representatives from ABP’s Speakers Bureau. of publishing. (Advertisers have an ob- 
It’s all part of a long range program for train- vious stake in well-managed, profitable 
ing the business paper personnel—and the publications.) e 


Who's spending what in bus- —2dvertisers—of tomorrow. 
iness papers? The third annual 
ABP report on LEADING BUSINESS 
PAPER ADVERTISERS lists the expend- 
itures of close to 1,000 companies 
spending over $50,000 in business 
papers in ’53. It’s a valuable guide for 
advertisers... helps in formulating ad 
policies, setting budgets, comparing 
ad expenditures of different companies. 
This is typical of many ABP projects 
that give solid service to all business. 


Meet Mr. President... also senators, cabinet heads, 


and government bureau chiefs...all in a day and a half of 
concentrated conferences! That was just one of the 1953 
Washington sessions of ABP’s National Conference of Busi- 
ness Paper Editors. The editors meet regularly with top level 
executives in government, to get the “big picture” of forces 
at work in national and international affairs—and help them 
interpret these forces for readers in their own specialized fields. 


What's ahead looks exciting...In a 30-minute slide 
film, “Tomorrow is a Big Market,” ABP analyzes what’s 
ahead for our economy...five, ten, even twenty years from 
now...in population, sales, production, income and ad 
volume. This film was originally designed to help publishers 
plan more soundly in building editorial, circulation and ad- 
vertising services. Now, advertisting groups are asking to 
view it...for a calculating look at what the future holds for 
them. It is also published in booklet form. 


Circulation is serious business . . . Here a clinic 
meets in Chicago for a session on problems of list building, 
quality control, cost-saving fulfillment. ABP circulation people 
get together regularly to exchange ideas... to continually 
step up the “plus values” of paid, ABC-audited circulations 
that give advertisers concentrated, thorough coverage of each 
specialized field—and stronger ad-values. 


ess 5 


J 
The activities reported here are some of the many constructive THE ASSOCIATED a 


projects in ABP’s continuing program...that help ABP pub- il g 


q ~ 
lishers to keep improving their papers, and advertisers to use SER? 


the business press with increasing effectiveness. Keep this hard- 
working program in mind, when you select the business papers 


to carry your advertising. 
founded 1906 


As this ad goes to press, there are 153 ABP i 
ae. The number is growing steadily; in the 205 East 42nd Street, New York 17, N. Y. 


mber is ea the 
ee All members of ABP are proud members of ABC 





employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 


Recognition of him helps build better company publication 


® IT HAS BEEN truthfully observed 
that the lowest rung on the ladder 
of employer-employe communica- 
tions is occupied by the so-called 
plant reporter. The plant reporter, 
for those unfamiliar with journalis- 
tic jargon in the industrial world, is 
the individual who is expected to 
supply news and photographs from 
his plant or department for possible 
use in the company “house organ.” 

In perhaps 75% of the cases, he 
Unless he 
is a frustrated Winchell, functioning 
in front of a turret lathe instead of 
a typewriter, he holds his reporto- 
rial job because his supervisor told 
him to, or because the editor used 
his best wiles. He considers the job 
irksome and unrewarding, and he 
gets his copy in with the same en- 
thusiasm as a man jabbed with a 
pitchfork. Anyone who tells you 
that plant reporters love their work, 
and relish gathering news items and 
writing them up on their own time, 
hasn't strayed far into the factory. 

However, that remaining 25% of 
the cases is more heartening. The 
plant reporter in these instances is 
an individual whose contribution to 
better labor-management  under- 
standing is appreciated at the top 
levels of management. Good com- 
munication starts at the top and 
moves down, and if the plant re- 
porter enjoys a dignity of office, it is 
solely because the top-level recog- 
nition has been passed, level by 
level, down to him. 


sees his job as thankless. 


Recognition, therefore, is the plant 
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reporter’s biggest need. Training is 
his second. When a _ company, 
through its industrial editor, com- 
bines the elements of recognition 
and training, and packages both for 
plant reporter consumption, he is on 
the way to building a good publica- 
tion and, accordingly, improved in- 
dustrial relations. 


Let Him Know He Matters . . 
The production of a plant reporter 
manual or handbook for the em- 
ployes of the Procter & Gamble Co. 
has recently been completed. It is 
the result of long study and effort 
on the part of Phillip A. Urion, edi- 
tor of the employe publication 
“Moonbeams,” and his assistant, El- 
vin Dean. The pair looked upon the 
chore of manual preparation just as 
seriously as a conscientious man- 
agement looks upon the preparation 
of a supervisory handbook, a policy 
manual, or a company creed. It was 
evident to Urion and Dean that, if 
the plant reporter (P&G calls their 
reporters “correspondents,” as many 
companies do) were to be impressed 
with the importance and dignity of 
his writing assignment, then the 
company . . through its editorial de- 
partment . . must give the job the 
shape and feel of importance and 
dignity. 

Out of the concept and the work 
that followed has come one of the 
best . . and most dependable . . style 
manuals ever produced for corre- 
spondents of an employe magazine. 
Since most people in communication 


VY 


Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers/ 
Neighbors 





with employes have either prepared 
a manual or have thought about it, 
the lessons taught by the P&G hand- 
book should be helpful. 

First, the manual looks impressive 
without appearing to be costly. It 
has been done, actually, in simple, 
loose-leaf style, with copy typed on 
the IBM machine and reproduced 
by offset. Since the job was pro- 
duced . . with the exception of the 
binding . . entirely within the head- 
quarters of the manufacturing divi- 
sion, it didn’t cost much. 

Second, it’s a loose-leaf job be- 
cause the compilers wanted timeli- 
ness. They wanted to be able to 
keep the manual up to the minute, 
something any manual compiler 
dearly loves to do and generally 
cannot. The editors feel that, if they 
keep the manual current, it will be 
constantly useful. Part of the edi- 
torial production at P&G includes a 
monthly newsletter or tip sheet for 
“Moonbeams” correspondents and, 
correspondents are expected to in- 
sert their newsletters each month 
into the manual binder. 


Quick and Logical . . Third, the 
manual is broken down into 12 sec- 
tions, indexed for quick reference. 
The headings are to the point: pur- 
pose; editorial department; respon- 
sibilities of correspondent; getting 
the story; getting the picture; re- 
porter systems (this refers to vari- 
ous methods by which plant report- 
ers set up their own news-gathering 
agencies); story in print (this is a 
brief but fairly detailed description 
of how the news is_ processed 
through the editorial department, 
engraver and printer); distribution; 
value of communications; names in 
“Moonbeams” . . how to maintain 
records to assure full coverage of 
news and to avoid repetition of 
names, etc.; future story file and how 
to build it, and a section for filing 

Continued on page 110 
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MASS Productions Qun Magazine 
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This way to an active market 


Last May, the machine tool industry reported that buying interest and activity were 
holding steady on special purpose machinery. In terms of production equipment, 
that can only mean mass production. For mass production metalworking is the 

world’s largest employer of special purpose machines . . . and, of course, stand- 
ard machines. 
In mass production, the potential for sales is far greater than in all other metal 
working subdivisions added together. PRODUCTION magazine, now in its 
20th year, is “mass production’s own magazine.” 


IN JANUARY — the Annual Automotive number 


1954 — 
our Twentieth year. 


PRODUCTION 


BRAMSON PUBLISHING COMPANY, Birmingham, Michigan 
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Rugged ...with a capital R 


That’s the impression of its new, heavy-duty trucks Ford 
Motor Company wants to leave with prospective buyers. So, 
through CinemaScope, it shows fleet buyers and truck users 
its new models making good at work. No need to ask if these 
big-muscled trucks can take it. 


Photography says it so well 


Movies are just one of the many ways photography serves as 
an effective tool of advertising. Check this list of 11 basic 
advertising functions and see if you are making full use of 
the help photography offers. 
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[] Market Research—Photo-reporting: still 
and movie studies of buying habits; product appli- 
cation pictures; record shots of displays. 


[] Plans and Presentations—Pictures of 
typical market conditions. Slides for presentation 
of charts, suggested layouts for ads, and dummies 
for booklets and brochures. 


[_] Layout and Illustration for magazine and 
newspaper ads, direct mail, sales and service litera- 
ture, calendars, car cards, billboards: product pic- 
tures; installation and apglication pictures; back- 
ground and atmosphere photos; photocopies. 


[] Packaging—Product pictures; how-to-use 
photos; photo lettering; photo composition. 
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C] Merchandising Displays (window, counter, 
floor) —Product installation, application and dem- 
onstration photos—life-size, jumbo; background 
and atmosphere photos. 


[] Trade Shows—Product, installation and ap- 
plication photos and blow-ups. Sequence stills and 
movies for demonstration. 


[] Public, Stockholder, and Employee Re- 
lations—Product, plant, situation, candid and 
portrait pictures for house organs (internal and 
external); photographs of new or improved prod- 
ucts and of interesting or unusual events for news 
release; institutional movies; slides for illustrated 
talks. 


(J Sales, Sales Training, and Service— 
Product, installation, application, and service pic- 
tures; sales bulletins and manuals; stills, slides, 
movies for presentations and exhibits. 


[] Television Production—Product use and 
situation movies; stills for commercials; photo- 
graphic backgrounds and stage props. 


[] Printed Production—Prints, transparencies, 
films for photomechanical requirements; photo- 
copies. 


(] Administration—Miniature prints of lay- 
outs and/or ads in process or completed; office 
copying, microfilming for record files and storage. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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employe communications. . 


the copies of the correspondents’ 
newsletters as they are received. 


Help Him Do It Right. . Fourth, 
the correspondent is guided patient- 
ly in copy and photo preparation. 
“How to write the stuff” is some- 
thing that Urion and Dean have 
painstakingly developed, but the big 
job (and in respects the 
standout feature of the entire man- 
ual) is the photographic section, 
which deserves here a special men- 
tion: Instead of reproducing good 
and poor photos through the printed 
process, the editors prevailed upon 
P&G’s excellent photographic de- 
partment to provide actual eight by 
ten glossy prints of the right and 
wrong way. These are included in 
the manual, thoroughly captioned on 
the back. 

Fifth, the manual . . because of its 
gives the editors a 


many 


elastic form . . 
chance to maintain a closer, more 
active touch with plant correspond- 
ents who are literally in extreme 
parts of the country, as well as in 
Canada and England. The corre- 
spondent who submits a_ photo 
which must be rejected gets a de- 
tailed critique of it; if his stuff is 
trimmed before it goes into print, 
the correspondent is told why. 


Just a Little Courtesy .. In the 
editorial structure of “Moonbeams” 
the correspondent finds a_ higher 
measure of recognition than most 
reporters in most companies find. It 
isn't always the big reward that 
pleases the reporter; it’s the little 
acts of courtesy and recognition that 
make him feel better about the job 
he’s doing. Perhaps a company can't 
fit the idea of payment into its pol- 
icy picture, but a company can ar- 
range for a correspondent to take a 
day off with pay now and then. A 
correspondent doesn’t need to have 
the excellence of his services certi- 
fied with the appearance of every 
issue, but he does appreciate getting 
an advance copy by air mail at his 
home. ‘The correspondent doesn’t 
ask a weekly luncheon on the house, 
but when the editor comes to town, 
he likes the invitation the editor ex- 
tends to him and his wife for dinner. 
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These are small things, but gratify- 
ing things. 

A company policy is only as good 
as the people who are delegated to 
carry it through. The nobility of an 
executive edict can be diluted in its 
descent. When one considers that 
the plant reporter or correspondent 
. . by the very nature of the job. . 
is piping an extremely small tune in 
the corporate orchestra, then an oc- 
casional round of sincere applause 


every once in a while seems to be in 
order. That’s the way it is at Proc- 
ter & Gamble’s ‘“Moonbeams,” and 
that’s the way it should be. 

[The editorial department _ of 
Proctor & Gamble has a limited 
supply of the text pages of its man- 
ual available. If you wish a set, 
write to Phillip A. Urion, Editor, 
“Moonbeams,” The Procter & Gam- 
ble Co., M. A. & R. Bldg., Cincin- 
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Communications man of the month.. 


Want a company magazine editor? 


See Clark .. but you may stand in line 


Dean Willis C. Clark 


® DEAN WILLIS C. CLARK, of the 
School of Journalism of Syracuse 
University, is not a communications 
man from the ranks of industry, but 
he brushes elbows thoroughly and 
often with the problems of both ex- 
ternal and internal communication. 
When a looking 
around for someone to edit a com- 
pany journal, or handle a commu- 
nity relations program, Dean Clark’s 


company § starts 


telephone is apt to ring. 

A working newspaperman (Mari- 
etta Times and Philadelphia Eve- 
ning Bulletin), instructor in public 
opinion and government at the 
Wharton School at the University of 
Pennsylvania, consultant to the ad- 
ministrations of both Philadelphia 
and Pennsylvania, and one-time as- 
sistant to Harold L. Ickes, journalist 
Clark came to Syracuse with the 


idea that journalism’s horizons were 
wider and more promising than 
many people thought. Only two 
years in the saddle at Syracuse, Dr. 
Clark has pinpointed the need for 
better communications in industry, 
and is demonstrating how a school 
of journalism can help. 

His school today provides several 
appraisal and_ counseling 
services to editors and editorial 
groups. His school, one of the few 
in the country with a magazine se- 
quence, has been training people for 
the field of industrial editing for 
years, and it is upon this back- 
ground that the Dean and his asso- 
ciates are building today. Each 
year a large proportion of its grad- 
uates go into industrial editing, and 
in the last few years the demands 
for these graduates has been ex- 
ceeding the supply. 

Syracuse’s journalism school now 
has before the university heads a 
proposal which would authorize it 
to grant a Ph. D. in the field of mass 
communications, and it may be fact 
by the time this reaches print. 

Meanwhile the professional facul- 
ty at Syracuse’s journalism school is 
helping to boost the morale and im- 
prove the product of industrial edi- 
tors in communication. They are 
counseling other groups . . such as 
the editors of the American Cham- 
bers of Commerce . . in producing 
better devices of communication. In 
these ways, Dean Clark is grappling 
with the big challenges of commu- 
nication. cf 
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The map shows how widely the industry is scattered 
based on data taken from the RUBBER RED 


e 
Here px the BOOK Directory. The shading is based on a 
combination of the number of plants and the vol- 


ume of production of the factories in each state. 


RUBBER INDUSTRY — 


1437 rubber factories .. . in 624 cities . . . in 40 states 


doing an annual volume of $5 Billion! 


This field could well be your solution to the need for 
new markets. The progressive rubber manufacturing 
industry uses hundreds of kinds of machines — special 
and general, as well as a wide variety of related 
mechanical equipment, chemicals of all kinds, yarns 
and textiles, and a host of other products and services 
required to turn out more than 50,000 different rubber 
products. Perhaps your products ... services ... 
equipment have a potential outlet in this fertile field. 
Investigate today. 


RUBBER AGE is the only A.B.C. journal serving the 
field, and together with the RUBBER RED BOOK, 
the industry’s only Directory, forms a powerful com- 
bination that adds a plus value to any sales campaign. 
Both publications offer unique and positive proof of 
leadership: RUBBER AGE carries more paid .ad- 
vertising than any other rubber journal in the world; 
and RUBBER RED BOOK sets new records for total 
pages and advertising volume with every issue. Why 
not add this pair to your sales staff today? 


Tell us what you offer for sale and we'll try to give you 
some idea of the market for it in the rubber industry. 


nd 
°° 


:D: 
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RUBBER AGE 


250 West 57th Street 
New York 19, N. Y. 


Publishers of the industry’s only Directory: RUBBER RED BOOK 
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the most powerful industrial 





magazine in the world 


GIANT OF INDUSTRY ... that’s metalworking, now 48°% of all manufacturing— 
and growing mightier by the minute. Are you selling it? Are you reaching it? Are 
you putting enough into it to get enough out of it? 

Are you reaching all the men that influence the 

purchase of your products? One business paper—The IRON AGE— 

dominates the four horizontal buying functions. . . 

administration, production, engineering, purchasing. One business paper 

—The IRON AGE—delivers a provable 97°%, of metalworking’s 

buying power. One business paper—The IRON AGE—gives you the 

most circulation, the greatest advertising acceptance, 


and the lowest cost per page per thousand.* 


*And we should add—the only weekly metalworking magazine 
entitled by the Post Office to fast newspaper delivery. 


e 


Concentrate in... 


A CHILTON PUBLICATION, 100 EAST 42 STREET, NEW YORK 17.N. Y. Eli Coa 





advertising 


in business 





July / volume 2.5% (in pages) under 1953 


1954 pagechange % change 





f 


Total 32,150 32,988 
Year to date volume 1.8°, (in pages) under 1953 


1954 1953 pagechange % change 





Total 248,591 253,132 4,541 


July pages Pages to date 
Industrial group 1954 1953 1954 1953 Industrial group 


Export papers show first 
monthly gain in 17 months 

® EXPORT PUBLICATIONS showed 
their first monthly increase in ad- 
vertising volume since February, 
1953. 

Twenty-one export publications 
reporting in IM’s monthly tabula- 
tion gained 3.39% (38 pages) in 
July. For the year to date, they 
were off 5.1° (431 pages). 

The entire group of 280 business 
publications reporting in July 
dropped 2.5% (838 pages) below 
July, 1953, and the seven-month 
total declined 1.8% (4,541 pages) 
below the same period in 1953. 

The industrial group reported a 
loss of 613 pages (2.9%) in July, 
and a drop of 2,423 pages (1.5%) 
for the year thus far. Trade pub- 
lications showed a loss of 5.3% (288 
pages) for July, and dropped 4.6% 
(1,951 pages) in the yearly total. 

Product news papers were down 
2.89% (81 units) in July, but gained 
1.0°% (224 units) for the year thus 
far. Class papers showed an increase 
of 4.69% (106 pages) for the month, 
and a gain of 0.2% (40 pages) for 
the seven month total. 


July pages Pages to date 
1954 1953 1954 1953 
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F. P. Williams, President 
S. S. Kresge Company 

















“The key men and women 


of our organization 


regularly and thoroughly read Business Publications 
... especially articles covering business trends in mer- 
chandise and developments in the retail variety field.” 


To carry Mr. Williams’ thought a step further, men and 
women who have to keep their thinking a step ahead of 
their work have one common characteristic. They read 
thoroughly the publications that give them the most help. 


Just as the Kresge executives follow their business pub- 
lications for trends and developments in the lines of their 
special interests, so leaders in every field of business and 
professional activity study each issue of the business peri- 
odicals in their own fields. 


Such regular and thorough reading is a tribute to the 
ability of editors and special writers to think in terms of 
tomorrow. Regular and thorough readership means, too, 
that the advertising pages of the Business Press form a 
direct sales channel for products and services that are sold 
to business and professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 Fifteenth Street, N. W., Washington 5, D.C. ¢ STerling 3-7535 


The national association of publishers of 165 technical, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation of 
3,849,056...audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc....: serving and promoting the Business Press 
of America... bringing thousands of pages of special- 


ized know-how and advertising to the men who make 
decisions in the businesses, industries, sciences and pro- 
fessions ... pin-pointing your audience in the market of 
your choice. Write for list of NBP publications and 
the latest “Here’s How” booklet, “How We Use the 
Business Press and Why” by William C. Sproull, Direc- 
tor of Advertising of the Burroughs Corp., Detroit. 


August 1954 /115 





UNIQUE GUN ... There's big promise for color TV 
in Du Mont’s new tri-beam electron gun that permits 
a bigger color picture with a shorter tube—in a sim- 
pler set. Here Kenneth A. Hoagland, manager of 
engineering in Du Mont’s Cathode-ray Tube Division 
shows tube and gun... entries in an industry-wide 
race for a big sales future. 


FLY ON THE CEILING? No... just Louden’s new 
lift to handle hot materials. The man aloft in the cab 
handles the electrical controls of a carrier that totes 
hot parts from furnace to packaging-machine hoppers. 
Carriers and cranes that tackle tons are cutting costs 
in all kinds of factories . . . building up a huge market 
for materials handling equipment. 


POP-OUT BAG ... New for the home is a vacuum 
cleaner with a ‘‘magic brain,” controlling a no-touch 
dust-tight bag that pops out automatically at the 
proper emptying time. Home appliances like this 
latest Electrolux are chockfull of new ideas today, as 
manufacturers battle for new markets with new de- 
signs. Ideas for licking the technical problems pop up 
in the pages of ELECTRICAL MANUFACTURING. 
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BRAINS ON THE ASSEMBLY LINE... Fantasy a few years ago . . . now rolling 
out in quantity ...the IBM Electronic Calculating Punch is a machine with a 
“memory” that makes light of mountains of office work, does billing, record- 
keepirg, fancy figgerin’. Many companies are making automatic calculators... 
and ELECTRICAL MANUFACTURING'’s helping—at the design engineering level. 











( 


ELECTRICITY FLIES IT! Miles of 
wire... dials... lights... in new 
smaller, lighter, weatherproof, al- 
most foolproof instruments guide 
pilots of the Douglas DC-7 on the 
airlines. They have automatic con- 
trols for pressure, landing gear, tem- 
perature ... “detectives” to report 
fuel, air speed, altitude. . . radio and 
radar... an automatic pilot. ..even 
instruments to check up on their 
instruments! The men who design 
these instruments for civilian and 
military planes know ELECTRICAL 
MANUFACTURING is up their alley. 


» 


TORNADOS TO ORDER... A new 
giant ‘‘windbug” will blow gales up 
to 990 miles an hour when it passes 
final tests at Westinghouse and 
moves to Pasadena to power a wind 
tunnel. It’s close kin to the little 
fellows that whoosh air through a 
bedroom... part of the tremendous 
fan family that’s a bustling branch 
of the ELECTRICAL MANUFAC- 
TURING market. 


New design engineering ideas 


sprout into growing markets 


There’s a rich sales opportunity today in the 
spurt of electrical product design. Our economy 
is changing; our way of living is taking a new 
turn. And the big change begins with the work of 
men who are design engineering the flood of new 
electrically operated products. They’re combining 
imagination with a new technology to plan every- 
thing from a pop-out vacuum cleaner to giant 
automatic machine tools! 


How can you get your material, parts or com- 
ponent equipment designed into the new prod- 
ucts? One good way is to advertise them in 
ELECTRICAL MANUFACTURING . .. in a con- 
sistent program. This is the publication that gives 
new ideas, new materials, new electrical and 
electronic drives and controls not only thorough 


study. . . but a tremendous push. 


The men in charge of design engineering read 
ELECTRICAL MANUFACTURING with an ur- 
gent interest measured by their need for current 
information and detailed what-to-do-with-what, 
in a field that’s moving so fast it’s tough to keep 
up with. ELECTRICAL MANUFACTURING con- 
centrates on the practical application of the new 
electrical technology of product design... yet 
makes it part of the whole integrated electro- 
mechanical system of today’s products. 

That’s why ELECTRICAL MANUFACTURING 
is read more by the men who are planning to- 
morrow’s electrically operated products... why 
it sells more to a market growing too fast to chart 
its big future today. 


Electrical Manufacturing 


The essential magazine for every engineer designing electrically operated products 
THE GAGE PUBLISHING COMPANY e 1250 Sixth Avenue, New York 20, N.Y. 


AOTC 
Electrical 
Manufacturing 
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July pages Pages to date 
Trade group 1954 1953 1954 1953 





420 
950 


564 


814 847 
853 840 
662 678 
1127 1182 
442 971 
1221 1325 
665 695 
416 442 
1019 +=1219 
2805 
783 
328 
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SHOWMANSHIP... 
that sells! 


The GULF disc is as familiar to motorboat enthusiasts 

as it is to motorists ... and means quality products and dependable 
service. Thousands visiting this exhibit at the 

National Motor Boat Show learned how GULF marine products 

and the famous CRUISEGIDE service combine to add zest to every cruise. 


if you need more SELLmanship in your exhibit... consult us. 


PITTSBURGH 

477 Melwood St., Pittsburgh 13, Pa., MAyflower 1-9443 
NEW YORK 

516 Fifth Avenue, New York 36, N.Y., VAnderbilt 6-2621 
CHICAGO 

1937 W. Hastings St., Chicago &. lil., TAylor 9-6600 
DETROIT 

810 Book Tower Bidg., Detroit 26, Mich., WOodward 2-3557 
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July pages Pages to date 
Class group 1954 1953 1953 
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508 
186 
426 
157 
86 99 
23 37 
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Rotaria 
Oral Hygiene 
16) 33 : 229 224 
Panamericanos 28 3i 289 316 
Mining 39 377 370 
1,189 1 8081 8512 
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i figures include classified and display ‘advertising. 
iless otherwise noted, all publications are monthlies and have 
standard 7x10 inch advertising page. 
Includes special 
‘Estimated 
“Two issues 
Three issues 
‘Four issues 
"Five issues 
Does not include advertising in special Western section 
{_]7x10 units, sold as pages 
“Scholastic Coach . . not published in July and August. 
"What's New in Home Economics . . not published in July and 
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Media changes. . presidents: Paul L. Dumas, former stor tor, effective September 1. John M. Holden, 
mer relations, Packard Motor Car former district manager in Detroit, will 
Emmett P. Langan, former ad become advertising manager. Richard E. 

& Tractor. McGraw, { 


service, will become business manager. 


rmer manager of advertisers 


Robert E. Kenyon, Jr. . . former advertising 
jirector, Printers’ Ink, New York, has been 


named publisher and vice-president of 


Ap j 17 Df 238.33 125 Printers’ Ink Publishing Co. C. B. Larrabee, 


former publisher, has been named chair- 
L. K. Walkom . . former district inspector man of the board. Richard W. Lawrence, 
J. H. Stoneking . . former m r of Gen f mines, has been named editor of Ca Jr., former vice-president of the company 


Stoneking 


eral Box has been named n nadian Mining Journal, National’ Business has heen elected president. 


blications, Ltd., Gardenvale, Quebec. 
A. B. Copeland . . formerly in charge of 
Herman C. Sturm . . former advertising east coast advertising, American Aviation, 
Implement & Tractor Publications . . Kan and business manager, Business Week, has been appointed regional advertising 


s City, Mo., elected two new vice New York, will become advertising direc- manager for the Midwest. 
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This is the Doreen Donnelly, loaded to the gun’ls 
with 43 fishermen (and women) who yesterday were 
making things hum for the Dunn Co. Everyone 
from the kid in shipping to the boss is along. And 
if an enterprising salesman could have wangled 
his way on board, he could have talked to a lot of 
people and, possibly, landed the Dunn account. 





What a place for a man with fish to fry (sales fish, that is) 


But what salesman would be that lucky? A far surer 
way to get to all the people who mean business is 
through the magazine they read at home — where 
there’s time to read. relax and be sold — The Satur- 
day Evening Post. (And that is why manufacturers 
of industrial products invest more dollars in the 


Post than in any other general magazine. ) 


200 Fl soassa 


—gets to ALL the people who mean business 
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It takes a fourth 








Whether you're playing bridge, or playing for 


higher stakes in business, it takes a fourth. 


Financial, production and engineering skills 
don’t pay off unless they’re backed up by the 
fourth skill— Distribution. 


Nobody ever made money in the manufacturing 
business without that fourth skill, which includes 


sales effort. 


Sometimes management loses sight of this. It 





talks of production at a profit, and yet there 


is no profit until goods are sold. 


It would never think of withholding power 
that is needed to get the most out of plant 
capacity. And yet it frequently holds back on 
the power of advertising when it is needed most 
to help Distribution maintain sales and prot 


levels. 


‘Today there is new thinking at the management 
level in many companies. Distribution is getting 
priority. The old question “How much can we 
save on advertising ?” is being replaced by “How 
can we find more jobs that advertising can do 


to increase sales effectiveness?” 


Have you ever put the question to your adver- 
tising agency that way? Try it. Theirs is the 


fourth skill. 


THE PENTON PUBLISHING COMPANY 





PENTON BUILDING e CLEVELAND 13, 
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Blaine Wiley quits NIAA post 


Resigns as executive secretary 
after six years, makes way for 
reorganization’s ‘new broom’ 
® NEW york .. Blaine G. Wiley has 
resigned after six years as execu- 
tive secretary of the National In- 
dustrial Advertisers Association. 
His job was made non-existent by 
changes in the NIAA constitution. 
The changes, made at the associa- 
tion’s 1954 conference in Montreal, 
established the office of president 
as the top, full- 
time paid posi- 
tion in NIAA. 
This job has not 
yet been filled. 
Mr. Wiley’s 
letter of resig- 
nation was sub- 
mitted to George 
L. Staudt, new 
NIAA board chairman and adver- 
tising manager of Harnischfeger 
Corp., Milwaukee. The letter, dated 
July 16, 1954, follows: 


Wiley 


Dear George: 

It is with sincere regret that I 
submit my resignation as executive 
secretary of NIAA, to take effect 
August 31, 1954. The plan pro- 
posed by the executive committee 
could hardly be acceptable to me. 

One does not pour his heart into 
his job as I have done for over six 
years, without feeling a severe tug 
at that heart upon leaving. 

However, expressions of dissatis- 
faction with the headquarters op- 
eration, particularly those heard 
during our recent annual zonfer- 
ence, have led me to believe that it 
might be better for NIAA to try out 
a “new broom.” I shall always 
treasure the many fine friendships 
I have made among the members of 


this association, and shall hope to 
see it become ever greater in its in- 
fluence for the advancement of good 
industrial advertising. 

Yours very truly, 

Blaine G. Wiley 

Mr. Wiley has not announced his 
plans for the future. 

Mr. Wiley was named NIAA ex- 
ecutive secretary at the 1948 con- 
ference in Baltimore. He had been 
sales promotion manager of Factory 
Management & Maintenance, Coal 
Age and Engineering & Mining 
Journal. From 1923 to 1943, he was 
with All-Steel-Equipment, Inc., Au- 
rora, where he rose to become ad- 
vertising manager, then 
general sales manager. 

Before becoming executive secre- 
tary, Mr. Wiley had been active in 
the Chicago Industrial Advertisers 
Association and was president of 
that group in 1942-43. He also had 
served as a director of NIAA. 

During Mr. Wiley’s term in office, 
NIAA membership has _ increased 
from 3,209 to 4,386, and services to 
members have expanded greatly. 

Board chairman Staudt said a 
meeting of the NIAA board of di- 
rectors probably will be held about 
the middle of September to name a 
president and discuss other reor- 


assistant 


ganizational measures. 


Experts tell how marketing 
manager does his job 
® CHICAGO “Sales management 
has come of age” with the advent 
of the marketing manager, said one 
speaker at a meeting of industrial 
advertising and marketing men. 
“Perhaps some companies have 
gone too far” in gathering all mar- 
keting functions under one _ head, 
said another speaker. 


The speakers were John S. Haw- 
ley, marketing manager, Shake- 
proof Division, Illinois Tool Works, 
Elgin, Ill., who advanced the “com- 
ing of age” theory, and John H. 
Brinker, director of marketing, A. 
O. Smith Corp., Milwaukee. 

They spoke at a meeting of the 
Chicago Industrial Advertisers As- 
sociation. Members of the Chicago 
chapter of the American Marketing 
Association and of the Chicago 
Sales Executive Club were guests 
at the meeting. 

Although Mr. Brinker urged a 
“so slow” attitude in setting up 
marketing manager functions, his 
company is one that has gathered 
all these functions under one head. 

He said he believes a marketing 
manager should be a “line officer 
who reports to a staff officer 
not a staff officer in his own right.” 

Nevertheless; Mr. Brinker said his 
position as director of marketing is 
that of a “staff member who repre- 
sents the sales point of view on the 
company level.” 

He described how this came about 
through an evolution of A. O. 
Smith’s organization which resulted 
from a vast diversification of prod- 


Continued on page 124 
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ucts after World War II. 

He described three organizational 
set-ups used and discarded while 
this diversification was taking place 
and then told of the final organiza- 
tion . . the one now in effect. 

Under this organization, the di- 
rector of marketing plans the over- 
all marketing picture for the com- 
pany; counsels the various product 
divisions (each of which functions, 
in effect, as a separate company) 
on advertising, sales and other mar- 
keting activities, and evaluates the 
sales and marketing efforts. 

Thus, he said, the director of mar- 
keting’s duties are to oversee mar- 
ket research, advertising, displays 
and exhibits, sales coordination and 
distribution staff functions. But he 
does this only as an advisor to the 
product divisions. 

Mr. Brinker said the plan has 
worked well in helping his company 
solve the vast new problems that 
resulted from its diversification. 
But he emphasized that such plans 
might not work for other companies 
with other problems. 

Mr. Hawley detailed the market- 
ing manager’s duties when he de- 
scribed “the marketing manager in 
action.” 

The duties, he said, include main- 
taining an efficient organization, 
providing marketing leadership and 
motivation, promotional program- 
ming, services to customers, ad- 
vertising and sales promotion. 

He said the method proved effec- 
tive because the customers felt flat- 
tered on being consulted. 

He said the position of marketing 
manager came about because man- 
agement has come to realize that 
sales are the final test . . “that all 
else goes for naught if the company 
does not have a good marketing 
program.” 


Local NIAA chapters elect 
new officers for 1954-55 
® CLEVELAND . . Orton B. Stauffer, 
Jr., advertising manager of the 
American Steel & Wire Div., United 
States Steel Corp., has been elected 
president of the Industrial Mark- 
eters of Cleveland. 

“O. B.” joined American Steel & 
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Wire in 1944 as 
supervisor of 
advertising pro- 
duction, after 
service in the 
air corps, and 
became _ adver- 
tising manager 
in 1950. He has 
served on the 
IMC board of governors and as 
program chairman of the chapter. 

Other officers elected were: vice- 
president, Douglas O. Yoder, The 
Yoder Co.; associate vice-president, 
Frank J. Enright, publishers’ repre- 
sentative; secretary, Richard L. 
Burt, The Yoder Co.; and treasurer, 
Earl H. Wardle, Steel & Tubes Div., 
Republic Steel Corp. 


Stauffer 


Rockford 

® ROCKFORD, ILL. . . Rowell A. Mc- 
Cleneghan, advertising manager, 
Small Tool Divisions, Barber-Col- 
man Co., Rockford, has been elected 
president of the Rockford Industrial 
Marketers. 


Mr. McCleneghan joined Barber- 
Colman as assistant advertising 
manager in 1947 after graduation 
from Beloit Col- 
lege, Beloit, Wis. 
He became ad 
manager in 1951. 
He has served as 
treasurer, as 
vice-president 
and as program 
chairman of 
RIM. During 
World War II, he served four years 
in the army. 

Other officers elected were: vice- 
president, Roger Porter, Cummings, 
Brand & McPherson; secretary, 
Lewis Slye, Hollingsworth & Collins, 
and treasurer, Marshall Dahlgren, 
Barber-Colman Co. 


McCleneghan 


Toronto 

® TORONTO Clifford E. Perry, 

vice-president, Albert Jarvis, Ltd., 

Toronto advertising agency, has 

been elected president of the Toron- 
Continued on page 126 





CSS 


NIAA 


FROM THE AUGUST 1929 ISSUE 


“Gearing Advertising to Sell- 
ing” will be the theme of the eighth 
annual conference and exhibit of 
the National Industrial Advertisers’ 
Association to be held in Cincinnati 
Sept. 30 through Oct. 2. 

The convention will be the larg- 
est advertising conference to be 
held in Cincinnati since the direct 
mail group met there seven years 
ago. Men prominent in advertising 
and industrial fields, as well as edi- 
tors, writers and college professors 
have been secured as speakers. 

Outstanding among these men are 
Ivy Ledbetter Lee, New York, and 
Joe Mitchell Chapple, Boston, both 
of whom will speak at the banquet 
that will be the closing feature of 
the convention. 

Mr. lee is public relations advisor 
to John D. Rockefeller, the Penn- 
sylvania Railroad, Bethlehem Steel 
Corp., and to many large interests. 
Mr. Chapple is editor of the Na- 
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tional Magazine, contributor to the 
American Magazine, biographer of 
international repute, speaker in 
country-wide radio hook-ups, a 
world-wide traveler and author of 
widely read books. 

Other speakers at the conference 
will be George M. Verity, president, 
American Rolling Mill Co.; G. H. 
Charls, president, Flat Rolled Steel 
Manufacturers’ Association; R. R. 
Wason, sales manager, Clark Light- 
er Co.; Jerry Fleishmann, editor of 
Jerry Fleishmann Service House 
Organs; Charles F. Abbott, executive 
director, American Institute of Steel 
Construction; Dr. F. E. Held, pro- 
fessor of economics and business or- 
ganization, Ohio State University; 
LeRoy E. Kern, American Institute 
of Architects; Wallace Thompson, 
editor, Ingenieria Internacional; C. 
F. Stoltz, Big Four Railroad, and 
Gorton James, Department of Do- 
mestic Commerce. 





HELP YOURSELF TO THIS 


War's your particular advertising problem. . . 
how to handle inquiries—how to get case stories—how to 
present budgets? At a typical NIAA chapter round table, 
subjects like these get a thorough going-over. 

Who are these men? Your business partners in industrial 
advertising: advertisers, agency men, representatives of media 
and the graphic arts. Everybody, in fact, with a personal stake 
in industrial advertising. Thus the broad experience of the 
group makes NIAA a gold mine of ideas for each individual. 

Don’t be a lone wolf when you can draw on the help, 
experience, and friendship of this business-like team. Send 
that coupon today, and get the full story on how NIAA 
membership can brighten your future. 


Ve ’/"— NATIONAL INDUSTRIAL 
tices ADVERTISERS ASSOCIATION 


s AOVERTIFNERS 
—_ Air 


The Advertising Man's Best Buy! 


NIAA... the largest individual membership 
advertising Organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get tho whole story! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry”, describing what NIAA has to 
offer me, plus list of chapter locations. 

Name 

Title 

Company res ak : 
Nature of business ____~ 
NIE iii nea 
City = 
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to chapter of the National Industrial 
Advertisers Association. 

Mr. Perry joined Albert Jarvis in 
1945, after serving five years in the 
Royal Canadian Navy during World 
War II. Before 
that, he had 
been with Rous 
& Mann Press, 
Toronto, for two 
years. He has 
been a member 
of the Toronto 
NIAA chapter 
since 1950 and 
has ‘served as membership commit- 
tee chairman, director and vice- 
president. Mr. Perry, 33, is married 
and has two children. 


Perry 


Other officers elected were: vice- 
president, T. J. Scanlan, Modern 
Tool World, Ltd.; secretary, Don 
Robertson, Heggie Advertising Co.. 
and treasurer, R. L. Mulvaney, 
Shipley Company of Canada, Ltd. 


Detroit 

® peTroIt . . A chemical engineer 
who became an industrial compa- 
ny’s advertising manager has been 
elected president of the Industrial 
Marketers of Detroit. 

He is Corman J. Diehl, advertis- 
ing manager of the Michigan Alkali 
Division of Wyandotte Chemicals 
Corp., Wyandotte, Mich. Mr. Diehl 

received his 
chemical 
neering degree 
from the Uni- 
versity of De- 
troit in 1948 and 
joined Wyan- 
dotte as a tech- 


engi- 


nical service 


Diehl : 

representative. 
In this job he prepared technical 
literature on material 
chemicals. And in 1950, as a result 
of this experience, he was appointed 
advertising manager of the Michi- 
gan Alkali Division. In the IMD, 
Mr. Diehl has served ay chairman of 
the Ad Analysis committee and as 


many raw 


chapter secretary. 

Other officers elected were: vice- 
president, Arthur F. Dries, Gar 
Wood Industries; secretary, Thomas 
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E. Wilder, Wolverine Tube Division, 
Calumet & Hecla, and treasurer, 
Robert L. Coffey, Carboloy Depart- 


ment, General Electric Co. 


Boston 
® BOSTON Ernest C. Clark, Jr., 
vice-president and media research 
director, Henry A. Loudon Adver- 
tising, Boston has been 
elected president of the Technical 
Advertising Association. 
Mr. Clark joined Loudon at the 
end of World War II after serv- 
ing as the com- 
mander of a na- 
val convoy es- 
cort vessel. He 
was a copywriter 
and account 
before 
advancing to his 
present job. Mr. 
Clark has served 
secretary and 


agency, 


manager 


Clark 


as vice-president, 
chairman of the publicity and pro- 
gram committees of TAA. 

Other officers elected were: vice- 
president, R. T. Eilenberg, Fenwall, 
Inc.; secretary, C. Frederick Sterns, 
Dickie-Raymond, Inc., and treasur- 
er, George F. McRoberts, Whitin 
Machine Works. 


Youngstown 
™® YOUNGSTOWN, O. . . An agency 
art director, Frank A. Kroeger, has 
been elected president of the 
Youngstown District Industrial Mar- 

keters. 

Mr. Kroeger, 
art director for 
: Meek & Thomas, 
Youngstown, has 
been with that 
agency since 


J 1944. Before that 


he was associ- 
ated with Roger 
Fawn Studios, 
Firestone Tire & Rubber Co. and 


Youngstown Public Schools. 


Kroeger 


San Francisco 
® SAN FRANCISCO .. Gerald F. No- 
well, northern manager of the Bob 
Wetistein Co., Los Angeles business 
paper been 
elected president of the Northern 
California Industrial Advertisers 
Association. 

Mr. Nowell joined Wettstein in 


representatives, has 


1947 when the company opened its 

San Francisco office. Before that 

he had worked 

for Macy’s in 

San _ Francisco, 

spent four years 

in the service 

and had been 

with the Oliver 

Iron Mining Co. 

He has been an 

Nowell NCIAA member 

since 1948 and has served as vice- 

president, director and program 
chairman. 

Other officers elected were: vice- 
presidents William F. Haddon, 
General Metals Corp., and Peter 
Schulz, Duncan A. Scott & Co., and 
secretary-treasurer, Gerald LaRue, 
Wesix Electric Heater Co. 


Pittsburgh 

& PITTSBURGH . . Paul F. Vollmer, 
assistant advertising manager, 
Blaw-Knox Co., Pittsburgh, has 
been elected president of the Pitts- 
burgh Industrial Advertising Coun- 
cil, third largest chapter of the Na- 
tional Industrial Advertisers Asso- 
ciation. 

Mr. Vollmer 
has served the 
chapter, which 
has more than 
400 members, as 
vice - president, 
secretary and as 
a director. He 

Vollmer also is a director 
of the Exhibitors 
Advisory Council. 

Other officers 
vice-president, Roy B. Johnston, 
Koppers Co., and secretary, Jay 
M. Sharp, Aluminum Company of 
America, Pittsburgh. 


elected were: 


Correction 

a T. Sloane Palmer, who _ re- 
cently was elected president of the 
Niagara Frontier Industrial Adver- 
tisers Association, is director of 
marketing for Comstock & Co., Buf- 
falo advertising agency. 

His business association was re- 
ported incorrectly in the June issue 
of INDUSTRIAL MARKEYING, when one 
line was dropped from the story on 
his election and another line got into 
the story by mistake. 

Sorry, Mr. Palmer. @ 





PHOTO COURTESY OF GENERAL ELECTRIC 


ee 


Has a water shortage hit your area yet? We'll need nearly double our present 175-billion gallon a day si = 1975. 
Meeting these needs is a multi-billion dollar job constructing buildings, roads, dams, plants, irrigation ditches, etc. 


Needed: 160 billion gallons more, every day 


What’s behind all these water shortages? 


Take a look at vour town’s water supply. Can it handle 
double its present volume? By 1975, it will have to. Is any- 
thing being done about it? 

We should be spending annually $1.2 billion for new 
water supply facilities and $1.8 billion for new facilities for 
treating wastcs that foul useful water today. We're spend- 
ng only $750 million a year for both. 

Easing our water shortages is a complex, long-range job 
of planning, building and paying for water supply systems 
(dams, aqueducts, pumping plants, tunnels); water. purifi- 
cation systems (filtration and chemical treatment plants); 
water use systems (for industrial processes, for power, for 
irrigation, for personal use); and systems for delivery of 


A McGraw-Hill Publication 
330 West 42nd St., New York 36, N. Y. 
Member — ABC — ABP 


watcr and removal of wastes. There’s a backlog of $4.5 bil- 
lion worth of such projects on the books now, waiting to be 
financed and started. 

Putting all these pieces together into a system that will 
supply 160,000,000,000 gallons a day demands men with 
wide-angle vision. These men must be familiar not only 
with the many technical problems they face, but also with 
non-technical subjects such as costs, governmental affairs, 
financing, labor relations and logistics —all of which are 
tightly interwoven in every construction job. Engineering 
News-Record, with its wide-angle reporting, is the only pub- 
lication that covers all these related topics. That’s why, as 
these billions are spent on water for a greater America, 
you'll find your most important customers reading Engi- 
necring News-Record. 


$n building and construction, 


IF YOU'RE IMPORTANT YOU EITHER REAL 


ENGINEERING 
NEWS-RECORD 


OR YOU ADVERTISE IN IT, OR BOTH 
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The Sales Potentials of 


How big are they ... What are their potentials 
e«e«Do you know which publications can serve 
you in developing new sources of sales—IF you 
want to find new and expanded marketing op- 
portunities, the NEW 1955 Market Data & Di- 


rectory Number will help you uncover them. 


os : 
ae a gubcias® kets 

8 and tra e 

: _— a 





What do you know abo 


ut the oppor funities for 


expansion of sales to these 63 markets ? 


. Advertising and Merchandising 
. Automotive Industry 

. Aviation 

. Banking and Financial 

. Brick and Clay Products 

. Building 

. Canada 

. Cement and Quarry Products Industries 
. Ceramics; Glass 

. Chemical Process Industries 

. Coal 

. Cotton Ginning 

. Design Engineering 


So ON oO NS WwW Re 


. Diesel Industry 
. Electrical 


. Electronics: Radio-Communications, 
and Industrial 


. Engineering Construction 

. Exports and Imports 

. Farm Markets 

. Farm Operating Equipment 

. Florists, Nurserymen, Seedsmen 

. Food Manufacturing and Processing 


. Food: Baking 


: Bottling, Beverages and 
Soda Fountains 


“ : Brewing and Malting 

“ : Canning and Preserving 

“ : Confectionery 

* : Dairy Products 

 : Grain and Grain Products 

 ; Meat Packing and By-Products 


. Freight Transportation and 
Distribution 


. Gas 


. Government Services 


. Heating, Plumbing, Air Conditioning, 
Ventilating, Sheet Metal Working 


. Industrial Distribution 
. Institutional Markets 


Hospitals, Nursing 
Hotels, Clubs, Motels 
Restourants 

Schools 


. Insurance 
. Laundries, Cleaning and Dyeing 
. Lumber 


. Manufacturing Industries 


. Marine, Shipbuilding, Boating 
. Materials Handling 

. Medical, Dental 

. Metal Mining 

. Metal Producing and Working 


Industries 


. Municipalities and Counties 

. Oil, Petroleum 

. Packaging 

. Paint and Varnish 

. Paper and Board 

. Plastics 

. Power Generation, Applications 


and Services 


. Printing, Publishing 

. Railroads 

. Refrigerating Industries 

. Retail Distribution and Service Trades 
. Tanning and Leather Products 
. Telephone Industry 

. Textiles 

. Tires and Rubber 

. Transit Industry 

. Welding 

. Woodworking 


In MD &DN, you'll find answers 
to these 7 basic points for judg- 
ing market potentials 


What current trends and de- 
velopments in the industry are 
noteworthy? 


What are the industry’s basic 
statistics—plants, employment, 
location, sales, etc.? 


What does the industry buy— 
what products and services, 
and how much? 


How does the industry buy— 
buying standards and factors 
who specify? 


What sources are available for 
further detailed market infor- 
mation on specific products? 


What publications serve the 
market—basic facts about 
them? 


What publications are best 
qualified for schedule 
considerations? 





free folder 


“STEP UP YOUR SALES ATTACK” 


tells 


HOW TO 
INCREASE 
SALES 


The Kardex-Dexigraph sales control system...com- 


bining visible record sales control with rapid-tire 


photocopying...will help you provide regular, 


effective, personalized guidance to your fieldmen. 


The system is simple... fast... effective! 
SIMPLE... the Kardex slide containing the salesman’s 
territory record is placed on the Dexigraph. A flick of 


the shutter...and...seconds later you have a clear, 


accurate photocopy of the record with a space for 





L 
your sales attack! | 


STIMULATE YOUR SALESMEN WITH 
ACTION.COMPELLING REPORTS! 


a 


Ce 


x 


P44 


| 





your fact-founded marginal notes. 
FAST ... now... jot those pertinent, 
pointed comments on each account 
in the space provided. Your person- 
alized guidance report is ready to 
mail! No need for lengthy type- 
written analyses. You save time. 
Your purpose is accomplished. 
EFFECTIVE... your evaluation of each 
account is now the salesman’s 
“pocket guide” to profitable territory 
planning and coverage. Your knowl- 
edge of high-profit calls, big volume 
accounts, neglected customers and 


new accounts help him organize his 


time. You maintain a frequent and periodic check on 


each man’s progress... and he knows it. You achieve 


tighter sales control, build morale, and get facts for 


correct decisions on profitable territory adjustments. 


Send for FREE six page folder D217 ‘‘Step-Up-Your 
Sales Attack.” Fully illustrated with card forms and 
step-by-step procedures to help you increase sales. 


‘aasianieientententententententestententententetentententententen 


Remington. Mand 


Room 1838, 315 Fourth Ave., New York 10, N. Y. 


Please send FREE booklet D217 


Name____ 
Address 
City 


State 


| 
| 
| 


1 
| 
| 
1 
i 
I 
1 
1 
1 
1 
| 
I | 
1 
| 
| 
1 
| 
! 
1 
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Playing the best supporting role in TW 


Cover Picture .. 5! 


In, provides wioOus $S 


aims 

-onlidence 

mpany’s products and services 

such values home to specific 
companies and lines 


LA J ) . _ 
MacLeod & Grov 


Agency changes. . 


Rogers & Smith and Potts-Turnbull . . hav 


jed The two agencies will 


+e T)) } 
uS-iurnbull, 


1s Rogers Smith, Px 
Fewell, former vice-president 


Shicag has become 


Burlingame-Grossman . 


named t han 


Woodward & Byron. . 


has been named t i] ivertising 


onsolidated diesel lectric Corp. 


MA 


Duncan-Brooks - Mine 


peen namea handle 1advertising 


Lumatrol tp., Mineola electric light « 


James Thomas Chirurg Co. . . New York, 


has been named to handle advertising for 


; 


Soir New Y k viact 
Galr New York manulacturer 


Hosler Advertising . . Peoria 


been named to handle advertising 
Fle Corp., Jacksonville, Fla., manufac 


turer of tractor t Ss 


AWL Advertising and Leon S. Golnick & 
Assoc. . . have merged. The new com 
& Golnick 


known as AWL 
ll 1 cated at 11Q1 North 





Media changes. . 


To reach the $1,250,000,000 
Palmer Publications . . New York, has = 
named two additions to the sales staff: electrical contractor market 


Richard E. Slimermeyer, formerly with 
Petroleum Equipment, will work in the 
New York office; T. T. Drake will be the 


West Coast representative. 
Henry T. Perez . . former senior associate La 
editor, Construction Methods & Equipment, fel 


New York, has been named editor. He 
succeeds the late Harold W. Richardson. 


Nathaniel F. Cullinan . . formerly on the ie 
promotion and research staff of Electronics : : 


& Nucleonics, has become promotion and 





research manager of National Petroleum 


News. Kenneth W. McKinley, former pro : 

motion manager for both National Petro- | H 

leum News and Petroleum Processing, has 

become advertising sales manager of the Ky Up Uf MUSE 
latter. 


Richard N. Crosby .. Miller Freeman Pub 








lications, San Francisco, has been named 
eastern manager of Pacific Fisherman, Sea Exclusive concentration on Total 

: ane Motor Boat and Pacific Work the employing electrical contractor pone as 
seins —as distinguished from one-man shops and 

part-time businesses—makes sure your mes- 
Automotive Dealer News . . Los Angeles, sage reaches the buying power that accounts 1,976 electrical wholesalers 
and Pacific Oil-Motive Magazine, San for 97% of the business! Names of con- 
Francisco, have consolidated. Pacific Oil- tractors employing union labor are taken 
from the National Employees Benefit Board 494 construction executives in 
for the Electrical Contracting Industry, are utilities, municipals 
revised monthly to eliminate deadwood. i j ; 
Names of nonunion employers are supplied 468 design & consulting architects 
by 104 NECA chapters located throughout and engineers 

Bill Faville . . formerly with Reinhold the country. This is an exclusive list, avail- 1,358 others 

Publishing Co., has been appointed Cleve- able only through QUALIFIED CON- 
land-Pittsburgh district manager for the TRACTOR! 17,376 TOTAL 


Petroleum Engineering Publishing Co., ’ 


Valdas. Vv 

Exclusive editorial features dealing with research on labor costs 
anes sa ene SRE eV, & and business development—tax problems—new products and publications—how 
OS: <8, SN Oe a De to get new business—make QUALIFIED CONTRACTOR “must” reading for 
president of the market nner oe anyone interested in staying ahead of the trend. Annual Directory Issue in 
ment, Gillette Publishing Co., Chicago. February lists names and addresses of over 3,200 NECA members, serves as 
basic reference book for anyone selling to or through electrical contractors. 











12,114 employing contractors 


966 managers REA Co-ops 


Motive Magazine will hereafter be issued 
as the monthly magazine section of Dealer 
News, a weekly tabloid newspaper. 

















Sol K. wag . . former executive vice 





president, Harold Miller Co., has been 
named to direct advertising and promotion, ¥ 
Powell Publications, New York. 








Lowest cost. It costs less to use QUALIFIED CONTRACTOR~—and 
yet, only through QUALIFIED CONTRACTOR can you be sure of reaching 
the 12,114 employing contractors who account for 97% of the business! 





Lee Hainline . . former president and pub 
lisher of Holland's Magazine, has been 


named SSE RE director, Tourist Court weed 
Sort egg QUALIFIED CONTRACTOR 


Official Publication of The National Electrical Contractors Ass'n 
610 Ring Building Washington 6, D. C. 


NEW YORK—Clark Presbrey, Room 509, 150 Broadway—Worth 4-1153 
CHICAGO —Urben Farley & Co., 120 S. La Salle Street — Financial 6-3074 


7” \ LOS ANGELES 
Slade Kennedy . . formerly in advertising : : The Robert W. Walker Co., 2330 W. Third Sf — Dunkirk 7-4388 


research for Control Engineering, a new \ SAN FRANCISCO 
McGraw-Hill publication to be introduced ‘ The Robert W. Walker Co., 57 Post Street—Sutter 1-5568 


in September, has been named _ district be. IN'g P| 
manager in Atlanta for Engineering News a — 
Record. a 


M. E. Bensignor . . international media 
representative, has moved to larger quar- 
ters at 401 Broadway, New York. 
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How to edit industrial copy 


for fast, easy reading 


Aim at the scanner, as well as the reader 


By Norman G. Shidle 


Whether your interest is in editing a com- 


pany publication or other technical ma- 
terial, or whether it is in evaluating the 
business publications in which you ad- 
vertise, you should know the elements of 
fast reading editorial material. The cur- 
rent increase in business paper readership 
studies bears this out. The author reviews 
the techniques. In addition to this article, 
he is author of a book, “Clear Writing 
for Easy Reading” (McGraw-Hill Book Co., 
New York.) 





® ONE GOOD Way to make an indus- 
trial publication easy to read is to 
state the chief message of every ar- 


ticle in its lead paragraph. 
From the thinking which leads to 
“must” 


this simple 


flows a whole integrated 


and_ through 
“system” 
to make reading easier. 

The “system” starts with a di- 
recting editor’s concept of his edi- 
torial aim. It’s simple. His job is to 
convey ideas, information, or in- 
spiration to other people’s minds. . 
by means of the words, pictures, 
and type. His main interest is com- 
munication. Writing is but one of 
the tools he must use. 


Inherent in his being a communi- 


cator are: a constantly refreshed 
knowledge of the people to whom 
he wants to 
and acceptance of the 
communications job as his own, not 
the readers’. 

The editor who leaves to his 
readers a minimum of work wins a 
of easy-reading 
He accepts maximum responsibility 
for giving ideas. Asks his readers to 
take none getting them. 

It’s the editor’s job to have arti- 
cles written in terms of his parti- 


communicate . . his 
readers 


majority laurels. 


cular readers’ interests .. their cur- 
rent interests. 

Suppose, for example, he is tell- 
ing design engineers about the body 
and chassis of General Motors’ new 
gas-turbined Firebird car. His lead- 
stated main point will spot exactly 
how the new-type engine influenced 
the body and chassis design. 


Getting Right Focus . . Through 
main in the 
lead of every story, the communica- 


insisting on the idea 


tions-conscious editor gets in his 
most basic licks. Once a writer has 
that main idea down on paper, his 


CHIEF JOSEPH SHOWS A LOT OF FORM 
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5,600,000 square feet is a lot of 
forming. Enough to justify the construction 
of steel panels 32 feet high that could be 
used again and again as work progressed. 
Chief Joseph Dam on the Columbia River 
is a whale of a big job. 

Visited by a field editor of CON- 
TRACTORS AND ENGINEERS at the peak 
of construction activity, this hugh project 
yielded striking pictures with a wealth of 


on-the-job details. This is the kind of ed- 
itorial meat that has made C&E such an 
intensively read magazine in the con- 
struction market. And as a result of this 
readership, it carries more advertisers than 
any other monthly magazine in its field. 

If you haven't seen a recent issue 
of CONTRACTORS AND ENGINEERS, write 
for a copy today and let the magazine 
speak for itself. 





article is likely to flow naturally 
and logically from that original fo- 
cus. Everything else proper for in- 
clusion will explain, prove, amplify, 
or otherwise develop that clarified 
thought. 

By insisting on this one “must,” 
the editor has taken a major step 
toward making it easy for his read- 
ers. If one reader fails to go beyond 
the first sentence, he will have been 
fed the main idea the writer wanted 
him to get. But, more importantly, 
this clear starting statement is the 
best way to interest him in going 
further. That main-idea statement 
has let him in on the structure, the 
outline of what is to follow. 

There is much more to first-class 
business paper writing, of course, 
than putting the main idea first. 
Sentences that march and words 
tuned to the reader are needed. So 
is directness of statement and elim- 
ination of words that really don’t 
say anything. But the workaday 
editor can do much to improve the 
readability of his magazine by nev- 
er failing to insist that the main 
idea must come first. 


Reading Speedup .. All! this ties 
in perfectly with what the experts 
say about how to read faster. Paul 
Leedy of New York University’s 
Reading Institute, for instance, has 
found that most people will read 
through an faster (with 
comprehension) if they first scan it. 
That gives them an idea of its 
what it’s all about. 
Scanning and then reading word for 


article 


structure 


word is faster than starting right in 
to read it word for word. 

That finding has great significance 
for editors. It says that putting the 
main idea first and letting it guide 
and limit the rest of the article will 
help people to read and compre- 
hend faster. And 
reader who only scans is helped to 


certainly, the 


take away more of value out of the 
article. 

One business paper editor, on 
hearing Mr. Leedy’s findings, re- 
ported: “Seems to me that we're 
probably editing our publication the 
way we would read it, rather than 
the way in which the typical read- 
er probably uses it. The average 
reader probably flips through and 


Contractors and 


Engineers 


magazine of modern construction 


scans most of the magazine. The 
way in which many of our articles 
now are presented hardly enables 
the scanner to get the essence of 
the main ideas in the article.” 
This editor recommended head- 
lines that give a casual reader a 
piece of information quickly, sub- 
heads that tell the 
highlights of the story and picture 


scanner the 


captions that tell complete stories 
in themselves. 


More Powerful Publications . . 
Business paper editors have learned 
hundreds of ways to make their 
publications easier to read. They 
h ave 


are applying what they 


learned in’ increasing numbers 
every year. Interest in doing more 
of the readers’ work for him is 
growing in almost every editorial 
staff. 

From this interest, even more 
powerful business papers will be 
built. Business papers, like adver- 
tising agencies and manufacturing 
companies, reflect the 
thinking and attitudes of the peo- 


inevitably 


ple who actually do the work. & 


Contractors and 
Engineers 
magazine of modern construction 


470 Fourth Avenue, New York 16, N.Y. 
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Which ad 
attracted 
more readers? 





Big Photo or Small? 


® OF THESE Two aps for Bethlehem 
Steel Co. in Steel, one used a large 
illustration and the other a small 
one. Which ad attracted more read- 
ers? See page 152. 
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Side Frames for Ore Car 
Made by Welding 


WEIGHT: 2624 LB EACH 


2 VERSATAITY + 


3. FREEDOM OF DESIGN 


4. VARIED USES 


4 BIG ADVANTAGES 
OF BETHLENEM WELDMENTS 


1. ECONOMY. & 


— 
peTHUEHEN 
STEEL 
anheithtians 


BETHLEHEM WELDMENTS 


4000-ton 
forming press 
has 15% 
welded 
construction 


BETHLEHEM STEEL COMPANY 
BETHLENEM, PA 


7 R sors chee - gETHITHE, 
BETHLEHEM WELDMENTS & 





Advertiser changes. . 


Robert P. Rhodes . . former salesman for 
\ , ha 


V. 5. Ean 


New York Wire Cloth Co. .. New Canaan 
Yonn., has made the following personnel 
ointments: John D. Ahlstrom, forme 

fidwest sales for two divi 
has been named 
t analysis depart 
ment; Edward Gonnoud, formerly in 
sales engineering department, will | 
charge of sales in 
John Freudenberg, former 
a 


iension osocreen 


harge { the 


Robert L. Kaiser . . executiv 
yenera!l manage! 

subsidiary of Mag 

d, N. J., has 

velopment man 


1 retain his other 


Daniel T. McFadden . . formerly 
sales manager, American C 
has been appointed manager 


es for the division. 


Richard N. Golbach . . formerly in charae 
f the Los Angeles office of Central Scien 


tific Co., Chicago, has been named direc 


Richard E. Seed . . former assistant sales 
manager, W. H. Ar D ; 


John S. De Noia . . forme: 


manager, rermac 


Pittsburgh Plate Glass Co. . . Fiber Glass 

has made the following sales ay 
pointments: Paul D. Kaley, former head 
of the New York office, has been named 
Charles B. Keown, 


former Chicago district sales manager, has 


textile sales manager; 
become manager of superfine sales; Al- 
bert W. Stevenson, former sales represent 
ative, has been named manager of the 
New York district sales office; Robert M. 
Hoffman, former sales representative, |! 


f the CC 


been named manager 


Thomas C. Soby . 


sales manager, 


"Substantial, 
traceable, — 
leads"...says 


Pg Bu 

“ : 

n Franciseg 8, Calir 
Gentlemen: | 


© exper; 
Urnal has ,° Coast 


edule to pupted 
& the same 


SALES AND PRESTIGE? YES! 


Wall Street Journal advertisers enjoy a valuable bonus! 


This one medium boosts sales and prestige. With a reader- 
ship that includes the nation’s top business leaders . . . men 
who make the decisions for their own companies and influ- 
ence the activities of many others . . . The Journal serves 
its advertisers powerfully in both directions. 


Whether your advertising budget is large or small, you can’t 
afford to overlook the opportunity to get both sales and 
prestige value from your ad dollar. 


ABC CIRCULATION: 295,367 


Net paid, excluding bulk, based on March 31, 1954 issue 


THE WALL STREET JOURNAL 


Published at: 
CHICAGO 
711 V/. Monroe Street 


SAN FRANCISCO 
415 Bush Street 


DALLAS 
911 Young Street 


NEW YORK 
44 Brocd Street 
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MARKET COVERAGE — 


AMM’s horizontal circulation shows a readership of ove: 
10,000 management, purchasing, and operating personnel who directly control or influ- 
purchases of ferrous and non-ferrous metals throughout ir dustry, including 
manufacturing who cast, machine, form, fabricate or otherwise work steel 
maintenance, such as railroads and other transportation 
engineering concerns, manufacturers or producers of non-metal 
importers, and exporters who handle steel and/o1 
other metals, hardware products, mill and factory supplies; iron, steel 
mines: blast furnaces; steel works; rolling mills; smelters: 


ence the 
msumers for 
ind other 


SErVICes, 


metals: msumers for 
utilities, 
products; dstributors, dealers, jobbers, 


+ 


also producers of 


and alloys; non-ferrous metals: 


refineries: etc. 


DISTRIBUTION 


Consumers of metals for manufacturing and maintenance 
Distributors, dealers, exporters, etc. 

Producers of steel and other metals 

Government Departments, trade organizations, banks, etc. 
Unclassified : 


READERS 


Purchasing Agents 

Chairmen, Presidents and/or Proprietors 5,244 
General Managers 

Vice-Presidents 


Sales Managers 

Works Managers and/or Supts. 
Metallurgists 

Other (largely purchasing, management, 


Secretaries engineering and sales personnel) 2,833 


Treasurers 

ADVERTISERS — (ve: 

ferro-alloys. and machinery and equipment used in the metal working industries are regular 

AMERICAN METAL MARKET. Many of these advertisers have been 

AMM continuously for 10, 15 and 25 years—some even longer. This strong trade 

recognition indicates clearly that AMM offers fastest and most direct contact between 

sellers and buyers in the metal working industries. 

REASONS WHY A\MERICAN METAL MARKET gives advertisers these advantages: 
FASTEST SERVICE of all metal-trades media—first with the latest news of the industry 
MORE IMPACTS per 5-day week than any other metal-trades paper. 

LOWER COSTS for space than any other metal-trades paper. 
GREATER VISIBILITY than any other metal-trades paper. 
MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 
MOST WANTED of all metal-trade papers. Subscribers pay $20 a year to read AMM. 
sell to the metal working industries, strengthen your advertising program by in 


AMERICAN METAL MARKET. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


street & New York 38, NY 


300 leading sellers of steel products, non-ferrous metals, ores 
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Advertiser changes. . 
E. N. Zimmerman .. ! 


Milo E. Smith. 


Bogart, Jr. . . has been named 


manager, 


John A. 
ravertsing an 3( 3 romotl 


I 


n. 


George rmer assistant 


1re¢ I I iverising 


M. Worden . . f 
y and publicity, Air 


een named director 


facturing Chemists’ 


F. Dreier . . for 


Mia Hortf 


John 


William H. Brown 


relations an 


W. Hamilton 


cniet I ine 


Walter 


DSi otesce 
Mutual 


W. C. Enright . . form 


Newton L. Nourse. . /{ 


Mec 





Do you have this kind of help? 


> 


@ Industrial admen who read Industrial 
Marketing, always on the alert for im- 
proved marketing methods, need more 
Marketing Aid tips. If you are a pub- 
lisher, agency. display or printing house 
or if you provide some other service to in- 
you may have the 
Send an example of 


dustrial advertisers, 
help they need. 
your “marketing aid” to Aids Editor, In- 
dustrial Marketing, 200 E. Illinois St., 
Chicago 11, Ill. 


No obligation. 





Agency changes. . 


James Lovick & Co., Ltd. . . Montreal 

ada, has acquired the Canadian facilities 
of Anderson & Cairns, Inc., New York. 
Holden ° Clifford * Flint . . Detroit, has 


its name Iden ¢ Chapin ¢ 


Frank I. Allebaugh . . for: sales pro- 
motion manager, Gates Rubber Co., has 
the staff of Galen E. Broyles Ad- 
Denver and Colorado Springs, 


executive. 


James Horn . . formerly in promotion work 
for the plastics and general products divi 
sion of General Tire & Rubber Co., has 

ined the sales promotion department of 


Meldrum & Fewsmith, Cleveland. 


George R. Medinnus . . formerly with G. 


Basford Co., has joined the copy-con- 


tact staff of Gaynor & New York. 


. 


Josephson, Gulick & Cuffari . . Montclair, 
N. J., has been named 


Emkay Chemical 


handle adver- 
Elizabeth, 


John A. Horton . . former vice-president 


and account executive, T. Robley Louttit, 
Inc., Providence, R. I., has been elected 
president. T. Robley Louttit, former presi- 

scted chairman of the board. 


Burlingame-Grossman.. Chicago, has been 
named to handle advertising for Mark- 


manufacturer of 


Gray & Rogers . . Philadelphia, has named 
three new partners: Granville Worrell, of 
the contact department, Albert R. Boch- 
roch, of the contact department and in 
charge of new business, and Franklin P. 
Jones, publicity director. 


Herbert M. Krauss . . public relations con- 
sultant, has opened new offices at 140 
North Dearborn St., Chicago. 

Wank & O'Rourke . . San Francisco, has 
been named to handle advertising for Don 
ner Scientific Co., San Francisco manu- 


facturer of electronic testing instruments. 


Anthony W. Pieper . . formerly in the ad- 
vertising department of Mack Trucks, Inc., 
has joined the contact staff of Hazard Ad- 
vertising, New York. 


Ried] & Freede . . New York, has been 
named to handle advertising for G. N. 
Coughlan Co., West Orange, N.J. manu- 
facturer of fuel additives. 


C. Ralph Bennett . . partner 
director of Fred Gardner 


has been named executive 


H. Dale Henderson .. former 
with Charles A. Haney & Associ 
ined Ketchum, MacLeod & G 
burgh, as a public relations acc 
ecutive. M. Jerome Conn, formerly 
editorial staff of The Lancaste Yi 

has also been 


unt executive. 


Fred J. Hamm . . for 
xeyer & Co., has been named 


Jent of Gaynor & Co., New Y 


Ketchum, MacLeod & Grove . . Pitts 
has been named to handle advertisin 
T T | t 


v ’ 
Kennametal, inc., 


irer of cemented 


Glenn-Jordan-Stoetzel . . has been name 

handle advertising, Chic , 
ThA 
ivi 


Correction . . IM managed t 


ts slip into adjoining stories 
issue. Selvage, Lee & Chase was err 
isly named as agency for Rey 


Yorp., Cleveland, whereas « 


named as public relations counsel. Re 
I Meldrum & Fewsmith. 
Larry March was erroneously listed as 
media director for Meldrum & Fewsmith. 


publics agency 


Actually he was named media coordina 
tor. Marshall C. Taylor contint 


lirector 


3-D P-O-P . . Three-dimensional point 


of-purchase display is pushing plastic elec 


trical tapes of Minnesota Mining & Mfg. 
Co., St. Paul. Display, made by Kirby, 


Cogeshall, Steinau Co., Milwaukee, fea 
tures four-foot molded vinyl figure, produc 


samples. It goes to 3M wholesalers. 





Leads the 
Field... 








1. Highest ABC Paid Circulation 


Better than 74% of WATER & SEWAGE 
WORKS subscribers are in the first 5 ABC 
classifications. These are the men who do 
the buying, recommending or specifying of 
equipment and materials. 


2. Highest ABC Renewals 


High reader interest year after year is 
evidenced by the highest percentage of re- 
newals (ABC) in the field—well over 70% 
during the past 9 years. 


3. More Advertising Pages 


WATER & SEWAGE WORKS carried more 
advertising than any ABC publication in 
the field during 1953, and is considered 
to be the “bible” of the industry. 


4. Editorial Excellence 


Headed by Linn H. Enslow (water and sew- 
age engineer, chemist, plant operator, re- 
search engineer and inventor) the editorial 
staff of W&SW provides factual, practical 
guidance to the men in the field and keeps 
them abreast of all worthwhile news and 
developments. 


5. Consulting Engineers 


WATER & SEWAGE WORKS has the largest 
circulation among the foremost consulting 
engineers in the field. The consulting engi- 
neer is the man who serves many commu- 
nities and is responsible for recommenda- 
tions and specifications. 


Write for factual 24-page folder 
“A BLUEPRINT of the Market" 


WATER & SEWAGE WORKS 


185 N. Wabash Ave., Chicago 1, Ill 
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Stickin Around 
with KLEEN-STIK 
"SLOW DOWN and LIVE’’... 


is the sound advice that Safety Co- 
ordinators in 24 states want to impress 
on American motorists. To accomplish 
their life-saving objective, they distrib- 
uted thousands of promotion kits thru 
business, school, civic and other groups. 
Among other potent material, kits con- 
tain two widely used pieces printed on 
KLEEN-STIK —the moistureless, se//- 
sticking adhesive that gets advertising 
up and keeps it up! 


Pen gin nn nescence enn eam ean eennennnnnntingagn 
; SY 
NARS Sas 


These “‘sticklers for safety’’ were de- 
veloped by the Mass Marketing Insti- 
tute, under the direction of HAROLD 
EAVES. Brilliant bumper strips employ 
KLEEN-STIK’s tried and true sticking 
power that holds tight to bumpers . . . as 
well as on windows, gas station pumps, 
etc. RIDER & DICKERSON, Chicago, 
did the bold black printing on KLEEN- 
STIK Yellow Litho stock. 


“thd 

Truck signs are provided, too — printed 
on rubber-saturated KLEEN-STIK 
FLEX-STIK. Same easy peel-and-press 
application—plus super-resistance to 
weather, oil, grease, and scuffing. 

The Coordinators and MMI deserve 
everyone’s support. And KLEEN-STIK 
is proud to be helping millions to “Slow 
Down and Live”! 


IN CASE OF FIRE 


NSE THE ANSUL EXTINGUISHER AS FOLLOWS 














Another Safety Angle: 

ANSUL CHEMICAL CO. of 
Marinette, Wis., has another 
safety-wise idea. Vehicles 
equipped with Ansul Fire Ex- 
tinguishers display dashboard 
instruction labels, developed 
by Asst. Ad Mgr. JERRY 
FRIEDMAN, and printed on 
KLEEN-STIK Kromekote by 
HAMMERSMITH-KORT- 
MEYER, Milwaukee. Seeing 
the label time after time gets 
extinguishing tactics down pat 
in emergencies. Clever life- 
and vehicle-saving idea! 


Self-sticking KLEEN-STIK saves 
plenty of time and money, too! Nothing 
like it for streamers, back-bar signs, 
shelf strips, hundreds of other P.O.P. 
uses. Ask our printer or litho man for 
samples and ideas. . . or write today for 
the ‘Idea-of-the-Month” service —it’s 
free! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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@) news 


Caterpillar’s 50th year 

sparks supplier tie-in ads 

™ PEORIA, ILL. . . Caterpillar Trac- 
tor Co., Peoria, Ill., is taking ad- 
vantage of the 50th anniversary of 
the track-type tractor with an ad- 
vertising and promotional campaign 
that includes not only the company, 
but also suppliers and distributors. 

A bronze medallion pushing the 
“50 Years on Tracks” theme kicked 
off the campaign. The medallion 
was sent to friends of the company, 
and pictures of it are being repro- 
duced in all Caterpillar ads, on news 
releases and on the company’s sta- 
tionery. 

Companies that have _ supplied 
Caterpillar through the years are 
tying the company in with their 
promotion with congratulatory ads. 
And one supplier, Joseph T. Ryer- 
son & Son, Chicago, is planning an 
ad that will tell how Caterpillar’s 
insistence on complete data on the 
steel it bought helped Ryerson set 
up a new system for controlling 
quality of its alloy steel. 


Roosevelt College sets up 
export marketing courses 

® cuicaco .. The School of Com- 
merce of Roosevelt College, Chica- 
go, has established a course of stud- 
ies in foreign trade. 

Courses will cover: export mar- 
keting, including export advertising; 
foreign market studies; financing 
foreign trade; import trade prac- 
tice; traffic and documentation, and 
languages of foreign trade. 


Russell retires at Koppers 
after 10 years as a PR man 

® PITTSBURGH . . Fordham C. Rus- 
sell has retired after 10 years as 
special projects administrator in the 
public relations department of the 
Koppers Co., Pittsburgh. 


Connecticut AMA chapter 
elects Fisher president 

™ NEW BRITAIN, CONN. .. Robert N. 
Fisher, product line planner of the 
cabinet and furniture hardware di- 
visions of The Stanley Works, New 
Britain, has been elected president 
of the Connecticut chapter of the 
American Marketing Association. § 








‘a 


symbols of 
leadership 


Industrial Marketing's 1954 
AWARD OF MERIT 


for outstanding series of articles” “Build Your 


in Plumbing & Heating Business's first entry in competition! A } ts , p | 


ANOTHER PROOF THAT PHB IS YOUR FOUNDATION BOOK 


f PLUMBING . HEATING Editorial Excellence Upon ie 
Technical Service To Reader SOUND FOUNDATION!” 


Proven... Preferred In The 


Field PLUMBING & HEATING 
Largest, Top-Quality BUSINESS 


Circulation 


Lowest Space Cost Per 
Thousand Contractors 





5941 Grand Central Terminal Building 
New York 17, N. Y. 

















It knows the market 
W-B is recognized and respected as an authority 
red y 1] go in the western light construction market by 5184 
lumber dealers and 5624 builders — included 
: k for among over 12,000 BPA readers. 
Its readers are glad to see W-B 
| Month after month W-B readers—your customers 
and prospects among lumber dealers and build- 
. ers—respond with dozens of volunteer testi- 
monial statements. 


Finest It gets in to see the right people 
qualifications for Every experienced salesman knows he generally 


. ° has to sell more than one individual in a com- 
effective selling pany. W-B, among both lumber dealers and 
builders, is read by the boss—officers, mana- 
g2rs and directing heads. 


remember: INTHE West | t pleasing bet 
You DO IT BEST with... = ai "hua ane Gat ke cae sx came a 


cost per 1000 on a 12-time basis is less than 


$20 per page unit! ements 
WESTERN 


SERVING THE LUMBER DEALERS AND BUILDERS IN THE LIGHT CONSTRUCTION MARKET OF THE WEST 


a ' L me i 519 $.W. PARK AVENUE oun 
PORTLAND 5, OREGON THE TIMBERMAN 
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WHY 
SHOULD 
You 
BOTHER — 

S “fr 
ABOUT — ADV. MGR. 
NAME PLATES? , a 


Because, as Advertising Manager, you know 
how a sparkling name plate can dress up your 

I I Pj 
product and add real sales appeal. Give your 
products standout identification that ties them 
into your advertising. Check into the quality 
of name plates produced by 


g fh! 
E es Co ora a 
tchi 


cnrcac® 


Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 
of our name and instruction plates, 
Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 


Be 
| 7 cous MINING 


is read by 
MEN who BUY! 





~ @ Coal Mining takes your 
sales message to buyers wherever coal 
is mined. Its carefully controlled circula- 
tion, revised daily. guarantees you max- 
imum advertising contact with operating 
executives, managers and supervisors 
engaged in the production of bituminous 
and anthracite. 


if pays to advertise in 
COAL MINING 


J. O. Vinney. president, Speco, Inc., 
Cleveland paint manufacturer says: “We 
have advertised exclusively to the min- 
ing industry in Coal Mining since 1946. 
Results have been consistently good and 
our sales have increased steadily . . .” 


A-6837 


pace MINING— 


575 Country Club Drive - Pittsburgh 36, Pa. 
Serving the coal industry since 1899 
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Industrial Marketing's 


1955 Market Data & Directory Number 


The following listings represent corrections and new and revised listings for In- 
dustrial Marketing's 1955 Market Data & Directory Number which you recently re- 
ceived. To keep your Directory Number up to date, insert listings where indicated. 


Revised listing for page 96 


American Engineer, 


Insert Page 173 


Tele-Tech & Electronic Industries, 


sn, 19,931; gross, 21,094. Rad 


Insert Page 350 
Industrial Quality Control. f 
Insert Page 184 ficial ‘of 


Constructioneer, 


Bevied listing ees r page > 350 


Instrument & Apparatus News, 
Ave N.S., Pittsburgh 12, Pa. Pi 


$75 
sales present 
additional die 





_ Air Conditioning, 6 N Insert Col. 1, Page | 352 
icago 2. Published by Control Engineering, 3 330 W 
1929. Editor: Robert W York 36, N.Y. Publ 
Trim size, BYgxlll, 
33 3 ‘cols 


prec. Agency 


D..1 
Pp 


ross, 17,975. Engineers Circulation, guaranteed 18,000. 


2, Page 1/; Page 
$280.00 $140.00 
66.67 140.00 
243.33 133.39 
leed, $50 





Revised listing for page 352 


Modern Materials Handling, 795 
Boston 16. Published by M 


Seal listing for page 428 


NB 


oe er Oil Pg ge P.O. Box 1528 
4 f Dlishe y m Pub 


Revised listing ~ ae braced 
Oil ee The tic 


For 


Revised prove ors page 508 


Rubber Age, 250 W th 


BACON’S CLIPPING BUREAU 
343 So. Dearborn St., Chicago 4 





Only the publications of the 

Instruments Publishing Company 

cover the entire instrument 

and automation market 

18,000 paid circulation (ABC) 
Published since 1928 

Instrument and Apparatus News: 90,000 controlled circulation 

{BPA) Published since 1953 


Instrument Manufacturing: 5.000 controlled circulation 


Published since 1933 


Instruments and Automation: 





Write for a copy of "The Instrument Market — Today and 
Tomorrow." It will tell you about this $4 Billion Market. 


INSTRUMENTS PUBLISHING COMPANY 
845 Ridge Avenue, Pittsburgh 12, Pa., Telephone Fairfax 1-016! 




















In every situation there is one authority — Diesel Power 


gives advertisers 
BEST COVERAGE 
of these top 
aensiare banat eh 


\ RYIN 
“wus 0d é. ANG 


N ia 
STEEL PLANTS HEAT HEA 


INDUSTRIAL. HEATING 








1400 UNION TRUST BLDG. 
PITTSBURGH 19, PA. : 





WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,850 publications we 
read are listed in the 224-page 
Bacon’s Publicity Checker in 99 
market groups. New 1954 Edition. 
Ask for free copy of Booklet No. 55 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00 — it will soon save its cost. 


Nine out of ten engraving buyers pay 
twice os much as necessary. Here is o 
fast, quality service used by mony good 
advertising agencies. 

Zinc halftones up to 6 sq. in. $1.20 
Zinc etchings up to 7 sq. in. $1.30 
Mounting above zincs 20c each. Write 
today for samples of our work and price 
sheet. Save Ys and more! 





GRAVIN 

1° EN Ge 
°. 

rnor sriere | "LING, 


773 
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management 


forum 


scomoeercomgmmenagerntn Seer cena 


a monthly im feature 


Industry heads report on best 


relationships with sales, ad managers 


IM asked several top management men these questions: What type of internal working 


relationship do you think is best between a company president (or chairman) and his 


vice-presidents and department heads, including the advertising manager and the sales 


manager? Do you prefer subordinates to come to you with important problems for discus- 


sion in advance of attempted solutions? Or do you prefer them to present a recommended 


solution and perhaps several alternative courses of action at the same time that they 


present the problem? 


Do you believe that the working arrangement is better when personal relationships among 


top executives and department heads are kept on a strictly business level or do you be- 


lieve that easy personal contact is important, i.e., lunch informally, golf, etc.? 


Answers appear below. 





By 


z 


K. R. Beardslee 


era. 


® THERE ARE two critical criteria to 
be considered in talking about the 
working relationships of top man- 
agement with members of operat- 
ing components such as the adver- 
tising manager or the sales man- 
ager. First, the time of the top 
management man and the tendency 
this time has to become more cost- 
ly as he ascends the management 
ladder. Second, the fact that the 
management man becomes less of 
an “expert on all things” and more 
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of a “professional manager” as he 
progresses. 

Because of these factors, the best 
use of top management talent can 
be gained by having operating unit 
members present their own solu- 
tions to their own problems, with 
alternate suggestions wherever 
practicable. 
obviously, also contributes to the 
personal development of the indi- 
viduals concerned. 


This course of action, 


However, for this modus oper- 
andi to be effective, the operating 
unit members involved should have 
as much understanding as possible 
of the various facets of the busi- 
ness that are likely to relate to the 
problems he will meet. One meth- 
od of insuring this is continuing, 
easy personal contact between all 
management levels of his organiza- 
tion. A direct outgrowth of this 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


will be the ability of associates to 


“second guess” the top manage- 
ment man and again make more 
economical use of the time of all 
concerned by this advanced knowl- 


edge of top management's thinking. 


By J. C. Markey 


® A COMPANY president and _ his 
executives should have a creative 
and dynamic relationship. At Aro 
we cultivate such a_ relationship 
through weekly staff and commit- 
tee meetings, and through many 
informal discussions between indi- 
vidual executives and myself. Our 
excellent staff operating group 
meetings apply a cross-section of 
managerial skill to any operating 
problem. Recommendations from 
this group go direct to the top-level 
executive management committee 
for final action. 

If an executive’s problem cannot 
be solved by individual conferences 
and is brought to me for a deci- 
sion, I expect a reasonably concrete 
solution as a basis for discussion. 
I have found that this approach 
brings better results in less time. 
It has been the foundation for 
many major decisions. 

Personal relationships are vital 
anywhere, but particularly among 








executives. Aro has grown-up in 
a_ closely-knit community where 
personal and business relationships 
inevitably overlap. Those execu- 
tives who have come to know and 
like each other through community 
activities without allowing friend- 
ship to interfere with their jobs 
have my strongest approval. 

If an executive measures up to 
his job and believes in his compa- 
ny, he will do well in almost every 
instance. However, in addition, a 
true executive should be a discipli- 
narian. Every area of life rests on 
a framework of authority .. of 
moral, civil and social laws clearly 
known and accepted. An executive 
is a benevolent enforcer of a por- 
tion of those laws. Sometimes such 
enforcement in the face of disobe- 
dience and incompetence requires 
harshness but a harshness always 
tempered with understanding. This 
firmness and strength to effect ex- 
acting compliance to existing rules 
builds a man’s character. It helps 
him to nurture and foster the high- 
est welfare of his subordinates. 

I think that the most fruitful, 
healthy relationship in industry is 
found between a “hard but fair” 
executive and his competent sub- 
ordinate, based upon a respect for 
each other’s abilities and for the 
rules under which they work. Such 
a relationship cannot be bought, but 
it has been our good fortune at Aro 
to find that it can be cultivated. 


= By C. D. Bodine 
fm President 
Bodine Electric C 


Chicag¢ 


™ IN ORDER for a company presi- 
dent to exercise complete control 
of an organization staff, duties must 
be worked out in a manner so that 
all members of an organization will 
know what procedures are to be 
followed to meet the requirements 

of the office each one holds. 
Routine reports must be made on 
all matters that are of importance 
and approval of same secured. As 
time goes on, various members of 
the staff acquire the necessary 
knowledge to sift out what is of 
Continued on page 144 
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REY cae COME: 


ts up to 
me * 
to maintain 
Steel Plants 
...L heed data 
about your 
products! 


Maintaining steel plants and 

equipment is a big job which 

takes a lot of doing. Also, it 
takes a lot of products, supplies and 
services like yours to provide the 
hundreds of maintenance men like 
me with the help we need to keep 
the mills rolling. Whatever you 
make or sell for steel mill main- 
tenance, you'll find it profitable to 
keep us informed of it through our 
own publication—the IRON ano 
STEEL ENGINEER, 1010 Empire 
Building, Pittsburgh 22, Pa. 


To Sell the Steel Industry ... Use the IRON and STEEL ENGINEER 


Lo Uy 
CORPORATION 





NEW YORK'S LEADING 
DESIGNERS AND BUILDERS OF 
DISPLAYS AND EXHIBITS 


© WRITE FOR BOOKLET / 


96-20 43RD AVENUE ® CORONA 68, N.Y.C. @ ILLINOIS 7-2002 y 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 
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AT ANY TRADE SHOW OR EXHIBIT 


ONLY 


$14950 


Your complete product line can be 
shown on TEL-A-STORY, especially 
those items which are too large to 
exhibit. 


TEL-A-STORY STOPS THEM— 
SHOWS THEM—SELLS THEM 


Tel-A-Story is a self-contained pro- 
jector using twelve 35mm _ trans- 
parencies. It projects directly to a 
156 square-inch screen and changes 
seconds. 750 
the 25 


pictures every six 


watt illumination gives 
pound projector a bright picture for 


any location. 


For illustrated booklet, write Dept. IM2 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 





ramd 


on every page 


The LASKER 


STORY 


Yes, it’s sheer drama, as exciting as a who-dun-it, Albert 
Lasker's private story as told by himself in ‘inner 
sanctum” talks to his staff at Lord & Thomas. Scores of 
agencies and advertising directors are now making group 
purchases, at special discounts, for distribution to their 
staffs. Use the handy coupon below 


Send for 
Associates 


a Copy of ‘The 
and Everyone in Your 
Plays A Part 


Lasker Story” for your Friends, 
Organization Wh<¢ 


in Advertising or Selling—IT’S A TRE- 


MENDOUS SOURCE OF INSPIRATION! 


20% 
Off on 


Send me 
My Name 


Company 


GROUP =~“ 
ORDERS _... 


I am enclosing a check or 
to 9 copies: 10% 


ADVERTISING AGE, Dept 
200 E. Illinois St., 


money order for . 
discount for 10 to 49 copies; 20% 


IMA, 
Chicago 11, Ill 
copies of “The Lasker Story.” 


Zone State 


$ ..+.... figured at $1.50 each for 
discount for 50 copies or more 


1 
1 
I understand the price includes all handling and postage charges 





forum .. >: 


sufficient importance to require re- 
ports. When problems 
come up for solution, a conference 


important 
with the top management for a 
preliminary review should be held. 
In that way, suggestions can be ob- 
tained on the best way to arrive at 
a solution. Usually at these con- 
ferences, someone is delegated to 
assume the responsibility of finding 
a solution for further consideration 
by the management. This can be 
kept up until the problem is satis- 
factorily solved. 

A definite outline of procedures 
should be worked out to handle a 
daily routine of work involving the 
This should al- 
duties of 
and his staff, 
that the 
element can be conserved as much 
These procedures 
should be reviewed and improved 


department heads. 
so be arranged for the 
also 
time 


sales manager 


vice-presidents, so 
as possible. 


periodically. 


All conferences and_ contacts 
should be conducted on a friendly 
but business-like basis as much as 
In that way, all members 


will be giving their whole-hearted 


possible. 


cooperation which is very impor- 


tant to secure a smooth working 


organization. Any other policy 
leads to friction and lack of inter- 
est to promote efficiency. 

Much depends on the coopera- 


tion of individual members of the 


management staff. Success is ac- 
quired by exercising patience and 
hard work to all management prob- 


beng 
is . . . dee da da dee dum 
. .. dropped his pencil . .. Dear Sirs . . . 
Ka-choo . . . .. lighting 
i a 


. Har-rumph 


. drink of water 








(im) NEWS 


‘Traffic World’ editor wins 
‘outstanding service’ award 

® READING, PA. . . Robert J. Bayer, 
editor, Traffic World, Chicago, has 
won the 1953 Delta Nu Alpha 
Transportation Fraternity award for 
“outstanding service to the traffic 
management profession.” 

Mr. Bayer, president of the Amer- 
ican Society of Traffic and Trans- 
portation, received the award at the 
fraternity’s annual convention here. 


Eight-language international 
ad dictionary published 

® NEW yorK .. A “Dictionary of 
Advertising and Distribution in 
Eight Languages” has been pub- 
lished to help international adver- 
tisers who want to make sure their 
technical specifications are under- 
stood when translated into another 
language. 

The 600-page book contains 3,000 
terms relating to marketing, distri- 
bution, advertising and media that 
generally are not found in standard 
dictionaries. The terms are given in 
English, French, German, Spanish, 
Italian, Dutch, Portugese, Swedish. 

The dictionary was published by 
the International Chamber of Com- 
merce. It is available from the 
United States Council of the ICC, 
103 Park Ave., New York 17, at 
$18.60 per copy. Price to members 
of the United States Council is $13. 


tT 


Winning Combination .. 


Mumm (left), Iron Age salesman in 


annudi new i 


Institution sellers favor 
business paper ad reply cards 

® NEW yYorK . . Companies and ad- 
vertising agencies in the institu- 
tional field favor, two-to-one, the 
reply card devices used to get in- 
quiries from business paper adver- 
tising. 

This was shown in a mail ques- 
tionnaire answered by 307 compa- 
nies and agencies in the field. An- 
swers showed 192 of these firms 
were for such reply cards, 93 were 
against and 22 were neutral. 

The survey showed that about 
half of those who favored reply 
cards, did so because they offer the 
advertising department ammunition 
to prove that advertising is paying 
off. 

The survey was conducted by 
Ahrens Publishing Co., New York, 
publisher of Hotel Management, 
Hotel World-Review, Institutional 
Food Wholesaler, Restaurant Equip- 
ment Dealer, Restaurant Manage- 
ment and Travel America. 


AMA speaker urges increased 
sales effort, not price cuts 
@ NEW YORK Industry should 
sell harder, rather than cut prices, 
in order to stimulate business, ac- 
cording to a speaker at a conference 
of the American Management Asso- 
ciation. 

P. B. Wishart, president, Minne- 
Regulator Co., 
Minneapolis, said material prices 


apolis-Honeywell 


are steady or up slightly and labor 
costs are increasing faster than pro- 
ductivity. 

He urged that in view of these 
facts “the wise course is first to 
strengthen. the selling, merchandis- 
ing and service functions of the 
company rather than to turn in 
panic to price cutting.” 


NAM begins radio series 

to tell industry‘’s outlook 

@ NEW YORK National Associa- 
tion of Manufacturers has begun a 
13-week series of radio programs 
over American Broadcasting facil- 
ities to tell the present and future 
outlook for various industries and 
professions. 

The series, entitled “It’s Your 
Business,” consists of interviews 
with leaders in these industries and 
professions: power, iron and steel, 
construction, textile, agriculture, 


4e 


Coles Costs 


WITH 


“KEY PROSPECT” 
MERCHANDISIN 


) 


Consult 


WALDIE 


and 


BRIGGS 


inc. 
Advertising 


221N. La Salle St. - Chicago 
FRanklin 2-8422 








In these markets, 
reach ‘‘the right men 
ip the right places.”’ 
Use WOODALL 
MAILING LISTS 


markets listed 
the men wl 


1 HEN you use Woodall ‘‘Bull’s Eye’’ 
Mailing Lists to the ] 


below, you reach 

can buy, specify, or approve your prod 

or material 

( ) CHEMICAL PROCESS INDUS 
TRIES: 50,000 mgt, prod, & tech 

) DESIGN - ENGINEERING 

design and development engnrs 
) ELECTRICAL: 25,700 industrial elec 


tricai maintenance men, 
) ELECTRONICS 20,000 electroni 


) ENGINEERING LABS: 39,000 re 
search and development engnrs 
) FOOD INDUSTRIES: 30,000 man 
it, production & tech men 

) FACTURING INDUSTRIES 
99,000 factory managers and supers. 
METAL INDUSTRIES 135,000 of 
ficiais, production & eng men 

PLASTICS: 30,500 manufacturers and 
industrial users 

POWER GENERATION 40,006 
power engineers 

RETAIL RADIO & 
electrical, radio, & 


list of 
n the right 


yours 


HAM STYRON 


W. P. WOODALL CO., INC. 
214 E. 125 St., N.Y. 35 * LE 4-8600 
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LOOKING FOR 
NEW MARKETS? 


The $12 Billion Telephone Industry includ- 
ing over 5,000 Independently owned tele- 
phone 12,000 ex- 
changes in addition to the Bell System will 
spend approximately $1!/4 Billion annually 
during the next three years according to 





companies operating 


recent estimates. 


Would you like to have a list of more 
than 650 items ranging alphabetically 
from acetylene torches, adding machines 
and augurs through typewriters, wires 
end wrenches used in and around a tele- 


phone exchange? 


Write 


TELEPHONE ENGINEER 


Publishing Corporation 


Telephone ROgers Park 4-3040 
7720 Sheridan Road, Chicago 26, Illinois 








INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 
approach to textile mills 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business . . . more quickly. 


EES 


CAAMELLCIMOS- 


- PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18,.N.Y. 


a 





a is cecal ela 
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petroleum, education, paper and 
pulp, electrical, medicine, chemical, 


marketing and transportation. 


American industry to show 
50 products at Milan fair 

® NEW YORK 
the products of American industry 
are en route to Milan, Italy, where 
they will be displayed at the 10th 
Triennale Fair, Aug. 25 to Nov. 15. 

The American exhibit, assembled 
by the Society of Industrial De- 
signers, includes products ranging 
from kitchen equipment to power 
tools and automobiles. 

The exhibit will be seen by an 
estimated 700,000 European manu- 


facturers and designers at the fair. 


t.£. clubs of New York, 

Chicago elect officers 

@ NEW YORK Kenneth S. Kaull, 
has been 
elected president cf the eastern t. f. 
club. 

Other officers elected include 
William K. Hoffman, Textile Indus- 
tries, lst vice-president; Richard Y. 
Fuller, Plant Engineering and Pow- 
er Engineering, 2nd vice-president: 
Charles J. Stillman Jr., Printers’ 
Ink, secretary, and Halsey Darrow, 


Chemical Processing, 


INDUSTRIAL MARKETING, treasurer. 

The t. f. club of Chicago also has 
elected its officers. The new presi- 
dent is Roy Gurley, Modern Rail- 
roads. 

George Buehler, Machinery, was 
elected rilbert 
Thayer, Industrial Laboratories, sec- 
retary, and Frank Cornyn, Pit & 


Quarry, treasurer. 


vice-president; 


17 persons, 23 man hours are 
in average industrial ad 

® DETROIT Seventeen 
work on the average one-page in- 
dustrial ad in a business publica- 
tion. And a total of 23 man hours 
is spent on that average ad. 

That’s what is shown in a survey 
of advertisers conducted by The 
Tool Engineer, Detroit. 

Those 23 man hours do not in- 
clude time spent just thinking and 
planning the ad but only the time 
spent in executing this creative ef- 
fort. 


persons 


Fifty examples of 


= | 





When you BUILD a new home 
the odds are in your favor that 
THE q 
ARCHITECT 

who 

designs it 

for you 


reads 


house+home 


the greatest influence in homebuilding 
DESIGN « CONSTRUCTION « FINANCE « SALES » MODERNIZATION 


i k 
in @ @@ for incentive charm 


If it is up to you, Mr. VP, to maintain sales 
records, you can't beat the incentive value 

of mink and other nice furs for achievement 
awards, good will tokens, gifts. Learn how a 
mink-provoked impact can stimulate sales 
and improve public relations. Write for 
catalogue ‘‘Furs in the News’’. As resident 
fur buyers and wholesale distributors we 
supply your every need; every garment 
guaranteed as represented. 


Ops VICTOR ASSELIN FUR, INC. 
f = 363 7th Ave., New York, BR 9-8830 


How — Use Photo-Reports 


Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 





See Market Data Book 
Page !7 for information 
on monthly competitive 


Ue a Ae 


DP erch 


ROUTE NO. 2 CHESTERTON, INDIANA 





When you BUILD a new home 
the odds are in your favor that 
THE 

CONTRACTOR 

who 

builds it 

for you 

reads 


house+home 


the greatest influence in homebuilding 
DESIGN » CONSTRUCTION « FINANCE + SALES » MODERNIZATION 








news 


Advertiser changes. . 


Anthony C. Kupris . . former assistant t 
he advertis manager and sales man 
of the Chicago division of Standard 
(Indiana), has been named gen 

eral advertising manager, R. M. Hollings 
manufacturer 


head Corp., Camden, N. J. 
I 


{ industrial chemical products. 
John M. Case . . formerly in charge 
sales for commercial products of Fair 
, Syosset 
Y., has been named executive vice 
president of the company. James B. Moore, 
i Miami 


jirec 


former managing editor of the 
Beach Daily Sun, has been named 


public relations. 


Caleb H. O'Connor . . former assistant 


A e 3 a T 


named sales man 


Preston C. Ela . . formerly with Wm. 
F S has been named sales 
Lefatex division, Jenkins 


, Mass. 


former assistant 


Charles N. Sullivan 


1aq WICC 3 ee Pe Be or 
€ nacer, VWV it O Electric C Wes 


s., has been named sales 


contract division. 


Robert A. Ornberg . . has been named 


verusing manager 


General Box 


inec 


William Ehrman .. former 


Martin B. Jaeger . . former 


icity manage! 


xr miawestern division 


NT 


J Plywood Corp., New Y 


manager, U. S. 
has been named vice-president and di 
rector of the company. J. O. Dempsey, for 

‘level branch 
Robert 


saiesman nas been 


mer manager f the Cleveland 


is the new midwestern manager. 
J. Heustis, former } 


f the nor 


. has been named man 


Richard R. Pryor . 


air filter products sales 


rittsburgn Fiate 71 


h. James G. McGreevy has 


1anager I pattery 


Matthew J. Delehaunty . . former manager 


of industrial sales, for the 


Jack C. H. 


aies ! 








"Ws Pores - 


“It was too hot to do business on the road, Miss Dixon. Where are you, Miss Dixon?” 


MEN 
inthe Pacitic Northwest 
depend on the Daily 


JOURNAL 
of COMMERCE 


FOR THEIR 
BUSINESS NEWS 


Six days a week the 
Portland DJC publishes 
the latest news about 
bids, contracts, permits, 
timber, financial, trans- 
portation—all types of 
business transactions. 


— 


we SSS: 


Send for Sample Copy 


Daily Texsnatof€ommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 





bus oma S> 


Working Tool of 
Pacific Northwest Business 


KEY to this 


See Section, ‘The Key 
To The Only $40 
BILLION MARKET”’, 
Page 177, 1955 Mar- 
ket Data Book. (June 
25, 1954) 


To Uniock Its Treasure Chest, Use 
CONSTRUCTION NEWS MONTHLY! 


Construction is actually booming 
in this section. The EASIEST, 
QUICKEST and MOST INEX- 
PENSIVE way to cash in is direct 
—through CONSTRUCTION 
NEWS MONTHLY. 

You reach the 7,050 Key construc- 
tion folks who are doing the job! 
They not only read this localized 
NEWS-trade magazine of what's 
doing in their field but live by it 
with its BIDS WANTED, etc.— 
the lifeblood of the industry! 


@ Send for BASIC FACTS, DATA FILE 
explaining the concentrated circulation 
and eager readership of this 20-year- 
old NEWS-trade magazine. Or ask your 
Advertising Agency. 


Construction 
News Monthly 


Box 421 
LITTLE ROCK, ARKANSAS 
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men who make 
dustrial advertising 


“Getting the benefit of the collective thinking provided by 
contributors to IM has helped us in planning several 
campaigns. Copy is a key part of my job. Every time I 
read Copy Chasers on ‘different’ versus the ‘indifferent’ 
in advertising, I get a usable lesson in copy handling.” 


As soon as Mr. Hoover got his journalism degree from the University 
of Illinois in 1942, he shipped off for a four year cruise with the 
Navy. After acquiring what he calls a “good South Pacific suntan,” 
he worked for two years as advertising manager of a firm manu- 
facturing medical equipment. He has been associated with Paulson-Gerlach 
for the past six years. This summer he is planning to put his 
Navy training to better use than he did on last year’s vacation, 
when he was hospitalized after losing his balance 

Says R. W. Hoover ‘in a bouncing boat on Lake Superior.” 

Account Execut 

Paulson-Gerlach & Associates, Inc. 


The magazine of selling and advertising to business and industry 


Industrial Marketing 


200 East Illinois St. © Chicago 11 





“I consider IM especially valuable since, unlike other 
hooks covering advertising and marketing, it contains 
almost exclusively how-to-solve-it articles on industrial 
marketing problems. IM is the one magazine in its 
field I never miss reading—thoroughly.” 


Despite an engineering degree, Tom Willson has been more concerned 

with selling and the printed word since graduation. After World 

War II he became editor of a trade magazine, and later joined Yale & 

Towne’s public relations staff. To adapt his talents for a wider field, 

he switched from PR to the advertising department of the same com- 

pany. This combination of experiences suited him admirably for his 

present position, which he accepted in 1952. Mr. Willson is a national 
Says R. Thomas Willson committee chairman of NIAA, a director of the Cleveland Advertising 

Director of Advertising : 
Club, and a member of the Industrial Marketers of Cleveland. 


and Public Relations 
The Baker-Ravlang Company 


“IM is the one advertising and marketing publication 
which we consider indispensable. It is circulated through 
our entire organization, and, at our staff meetings, we 
have even had occasion to discuss viewpoints expressed 
in IM. As I said, we wouldn't he without it.” 


With an education ranging from prep schools in Europe to Stevens 
Institute of Technology, Mr. Denham has had a varied career as 
experimental engineer, advertising manager, and Detroit editor for 
over half a dozen trade, industrial and management papers. In 1935 he 
started his own agency, with Mrs. Denham as an active partner. He 
has written two books (one in collaboration), besides numerous 
technical papers and articleS on merchandising, manufacturing and 
engineering. He has been active as national chairman for several 
advertising and tool engineering societies. Says Athel F. Denham 


Hobbies: “children and music.” President 
Denham & Company 


“I consistently read IM from top to bottom, cover to cover, 
because if furnishes the all-important pegs upon which good, 
practical marketing and industrial advertising ideas must 
be hung. This, plus Copy Chasers and MD & DN, make 
IM a real bargain.” 


Wasting no time after high school, Jack O’Neil got to work as production 
manager for Gimbel Brothers’ advertising department in Milwaukee. 
After one year of this, and two more in the Army Air Force, Mr. O’Neil 
took his degree in advertising at Northwestern University in 1950. 
Following two years as advertising assistant with Skil Corporation 
in Chicago, he took charge of the advertising department of his 
present firm. Mr. O’Neil is on the publicity committee of the Convector 
Manufacturers Association, belongs to the Chicago chapter of 
Says Jack W. O'Neil NIAA, the Northwestern University Club, and Pi Alpha Mu, 
Advertising Manager professional advertising fraternity. 
C. A. Dunham Company 








When Ou ' oni Reprints of editorial features 
y BULD arial home bad Send for available are offered here as a special 


the odds are in your favor that e service to IM readers. Please 


send number and name of 


THE DEALERS and fo’ ! ep ] 1] I } S article with exact amount in 
L coins, stamps or check to: The 
DISTRIBUTORS Editor, Industrial Marketing, 200 
E. Illinois St., Chicago. 
who es 
" of Industrial Marketing Sorry. we can’t handle credit 
supply = orders under $1. We'll be happy 
to bill you for larger sums. 





your feature articles 





contractor 


The sales engineer is losing orders, if he doesn’t use ads 


house- 4 home R238 Agencies break record in 1953, place 506.777 pages in business papers 


the greatest influence in homebuilding 


DESIGN « CONSTRUCTION + FINANCE + SALES » MODERNIZATION Manufacturers see more sales, bigger ad budgets in 1954 





How to prepare your industrial catalog 
by R. A. Falk, from a series in the Septemb und December, 1953, 


If you wish to reach the 


Before and after . . what have | we » learned from Readex? 


iG. Sawyer, | ember, 1953. oUc 


coal trade use 
Best-read industrial ads . . photos outpull drawings 


Idea book builds Blackhawk into key line for distributors 
How to select media in today’s competitive conditions 
CHICAGO NEW YORK R23( gy weal 6.9% gain in 1953 for business paper ad volume 
Manhottan Bidg. Whitehall Bidg. xy Angelo Venezian, August, 1953. 5S0c 


For over 68 years the leading 22 Which ad attracted more readers? 
journal of the coal industry A selection of Starch scored ads from Industrial Marketing's monthly feature. $1.00 


Sales promotion ideas 
A selection from Industria! Marketing's monthly department. 75c 





IM goes | toa trade show .. and learns about exhibiting 
53 


the Real Push july, 


4 ] R226 You _are now Fogg agg the industrial merchandising eral 
Behind Sales! ia 


Youll find ‘Snips’ a powerful by G. D i Sew 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors See indus 


trial Marketing Data Book a 4#H d id ft 
= s R22 ow in ustrial mgt pooecnig o_ ° 
Snips Magazine An NIAA study of 17 case histories, June 1951-Dec. 1952 


S707 WEST LAKE STREET CHICAGO 44, KLLINOIS 


What 641 “ey advertisers spend in business papers 
353 


Mdy, 195 0c 


How to know when to use sod agents 
by Thomas A. Staudt, Oct., 1952. 50c 
* Use as a Premium 
* Developing Prospect List : Eight advertisers tell results, from external publications 
* Helping Salesmen Do b ohn B. Mannion ily, 1 
Better Selling Job y J . - 1, July, 2c 


What will ce to Set plant capacity? 


- WRITE FOR by , 1952. 25¢ 
any standard designs available 
with your client's imprint SAMPLES 215 How hed live : oe with yor agency .. and vice versa 


2. Special order calculators manufactured for 


oy H 1 rwyer, Ay BZ. wc 
any special industrial purpose 
91 og report. . ae salesmen earn average $8,000 in ‘51 
by 


2rle Kingman, Mar., 1952 


Salaries of industrial ad managers rise in a ll years.. 
Median industrial advertiser spends $150.0 
by Bob Aitchison, Nov. and Dec., 1951. 25c¢ 





When you BUILD a new home 
the odds are in your favor that 
ws s sales i incomes can om out of bend . stop them 


THE 7 y y Mi K , 1951. 25¢ 

YA 203 (A —— to better publicity 
MORTGAGE At “A by members of the Industrial Publicity Association, New York. 75c 
LENDER Vi J0 How industry buys 


by John H. Platten, Oct., 1950 Sc 


Today's cheap advertising dollar . . is it fact or fancy? 
by Borden Putnam, Nov., 1951. 25c 


who 
; 3 kd How to advertise to business men 
finances it £4 oh by Howard G. Sawyer. Selected from a 1949-1950 series of articles. 75c 


How to measure results of A mag ro is: pee 


for you = or by William A. Marste , 1949. Ze 


reads R16 We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 25c 


house a home Rl How can I find what type to use? 
by A. Raymond Hopper, April, 1948. 25c 
the greatest influence in homebuilding 
Market research combats ao a, costs 
DESIGN » CONSTRUCTION - FINANCE + SALES » MODERNIZATION by Richard D. Crisp, Feb., 25¢ 
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Index to Advertisers 





*Advertisers’ Research Service .. 146 

*American Ceramic Society 

*American Chemical Society, 
The 

*American City, The .... 97, 132-133 

*American Lumberman & Building 
Products Merchandiser 

*American Machinist 

American Metal Market 

*American Society for Metals, 
The 

*American Society of Civil Engi- 
neers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The .. Insert Between 32-33 
American Telephone & Tele- 
graph Co. 

*Annual Meat Packers Guide . 

*Appliance Manufacturer 

*A.S.M.E. Mechanical Catalog and 
Directory 

Asselin Fur, Inc., Victor 

Associated Business Publications, 
The 104-105 

*Associated Construction Publica- 
tions 

*Automatic Control 

Automotive Industries 

*Aviation Age 


*Bacon’s Clipping Bureau 

*Best Company, Inc., Alfred M. . 
Black Diamond 

*Bramson Publishing Co. 

Business Week Insert Between 80-81 


*Case-Shepperd-Mann Publishing 
Corporation 
*Ceramic Bulletin 
*Chemical & Engineering News . 
*Chemical Engineering 
Chemical Engineering Catalog .. 
*Chemical Engineering Progress . 
*Chemical Materials Catalog .... 
Chemical Processing 
*Chemical Week 
*Chicago Thrift-Etching Corp. .. 140 
*Chilton Publications 2. 412-113 
*Civil Engineering 
Clark Publishing Co. 
Clausen Photo-Engraving Co. .. 
Coal Age 2nd Cover 
Coal Mining 
*Conover-Mast Corp. 
76-77, Facing Page 81, 92, 4th Cover 
*Conover-Mast Purchasing 
Directory Facing Page 81 
*Construction 35 
*Construction Bulletin 
*Construction Digest 
*Construction News Monthly . 35, 147 
*Constructioneer 35 


*Contractors & Engineers . 97, 132-133 


*Daily Journal of Commerce .... 147 
Dell Displays Inc. 18 
Diesel Power 

*Dixie Contractor, The 


108-109 
40-41 
116-117 


Eastman Kodak Co. 
*Electric Light & Power 
Electrical Manufacturing ... 
Electrical World 


Engineering News-Record 


*Food Engineering 
Food Processing 


Gage Publishing Co. .. 
*Gardner Displays 
— Publications 


*Haywood Publishing Co. ...... 40-41 
*Heating, Piping & Air Condi- 
tioning sen es SOE 

*House & Home 146, 150 


*Industrial & Engineering Chem- 

istry .. 89 
*Industrial Equipment News .. 39 
*Industrial Heating 
*Industrial Marketing 

128-129, 148-149 

*Industrial Press, The : 75 
*Industry and Power 
*Industry & Power Publications 48-49 
*Institute of Radio Engineers, 

Inc., The 
*Instruments 
*Tron Age 
*Iron & Steel Engineer 

Ivel Corporation 


*Jenkins Publications, Inc. . 
*Johnson, Inc., Franklin H. 


*Keeney Publishing Co. ........ 10-11 
Kleen-Stik Products, Inc. : 


*Machinery ae 
*MacRae’s Blue Book 
Marsteller, Gebhardt & Reed, 
Inc. 
*Mass Transportation 
* McGraw-Hill Publishing Co., Inc. 
2nd Cover, 6-7, 12-13, 17, 19, 26-27, 
30-31, 37, 44-45, 72-73, Insert Be- 
tween 80-81, 94-95, 98-99, 127, 3rd 
Cover 
*Mechanical Catalog 
*Mechanization 
*Mechanization, Inc. 
*Metal Progress 
*Michigan Contractor & Builder . 
*Mid-West Contractor .. 
*Mill & Factory 
*Mississippi Valley Contractor ... 
*Modern Machine S 
*Modern Railroads 


National Business Publications, 
Inc. 

National Electrical Contractors 
Ass’n., The 

National Industrial Adv. Ass’n. . 

*National Provisioner, The 

*New England Construction .... 


Oil and Gas Equipment ... 
Oil and Gas Journal, The 


*Palm, Fechteler & Co. 
Panamerican Publishing Co. .... 146 


Penton Publishing Company, The 122 
Petroleo Interamericano ... 

*Petroleum Processing . 

Petroleum Publishing Company, 
Inc. 

*Petroleum Refiner ... 

*Pipe Line Industry 

*Pit and Quarry .... ae 
*Plumbing & Heating Business 
*Power ... ..--. ara Cover 
“Proceedings of the I.R.E. 9 

*Product Design & Development . 

*Product cree 

*Production .. 

*Public Works 

Purchasing .. 

Putman Publishing Co. 


Qualified Contractor .. 


*Reinhold Publishing Corp. .... 
.. 14, 57, 60, 89 

Remington Rand, Inc. 

*Rocky Mountain Construction .. 

*Rubber Age 

*Rubber Red Book .. 


*Safety, Maintenance and Produc- 
tion . ee 

*Saturday Evening Post, The aie 
Sawyer’s Inc. 

*School Executive, The ....... 

*Scranton-Gillette Publishing Co. 137 
Sickles Photo-Reporting Service 146 

*Smith, Inc., Harry W. . 

*Smith Publishing Co., W. RC. 

*Snips Magazine 

*Southwest Builder & Contractor 

*Steel Processing .... 

*Steel Publications, Inc. 


Tel-A-Story, Inc. . 
*Telephone Engineer ‘Publishing 
Corporation 

*Texas Contractor 

Textile Bulletin 

*Textile Industries .... 

*Textile World 

Textiles Panamericanos 

*Thomas Publishing Co. .. 

*Thomas Register 

*Timberman, The . 

*Time, Inc. 

*Tool Engineer, The 
Insert Between 32- 33 

*Transport Topics 

*Transportation Supply News ... 69 


146, 150 


*Vance Publishing Corp. ... 50, 90-91 


Waldie and Briggs Inc. ........ 145 
*Wall Street Journal . 

*Wastes Engineering 42 
*Water and Sewage Works 

Welding Engineer ... 

*Western Builder .. 

Western Building 

Wish ean 
*Wood and Wood Products .... 
*Woodall Co., Inc., The W. P. 
*World Oil 


Zippo Manufacturing Co. 


*For detailed reference data see The Annual Market Data and Directory Number 
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RENEWAL PERCEN 


"A.B.C. Jun 953 


No other publication in the national truck 
fleet field can match TRANSPORT TOP- 
ICS in news market coverage, renewal per- 


cent or readership 


TRANSPORT TOPICS thoroughly covers 
for-hire motor freight carriers ... men 
who own and operate 50 percent of the 
tractor-trailer combinations in the road, 
over one million power units altogether. 
They account for more than 51 percent 
of the truck ton-miles rolled up each year 
and gross $5 billion annually. They com- 
prise the largest single motor transport 
market in America. 


NATIONAL NEWSPAPER 
OF THE MOTOR FREIGHT CARRIERS 


Washington 6, D.C. 


Paper and ABC statement 
by airmail on request 





Below is 


Which ad 
attracted 
more readers? 


the answer 
to the problem 


on page 134 


color full pages that had low read- 
ership, 48° had illustrations one- 
third page or smaller, similar to the 
ad shown with a small photo. Only 
17% of the high readership group 
had illustrations this small. 

The study included 206 two-col- 


® THE AD with the large photograph 
attracted more readers. 

A study of ads in Steel showed 
that of all two-color full pages that 
earned high readership, 33°, had 
two-thirds page or larger illustra- 
tions, similar to the one shown. 
Only 11% of the low readership or, full-page ads. The scores of the 
group had illustrations as large as two representative ads, reported by 
this. Daniel Starch & Staff, Mamaroneck, 

On the other hand, of all two- is Se 


Ad with large photo Ad with small photo 
Seen- Read Seen- Read 


Noted Assoc. Most Noted Assoc. Most 








STEEL PROCESSING 


A distinctive business paper editorially 
devoted to semi-technical articles that 
are helpful to the men engaged in the 
various methods of steel processing. 
Over 8,000 (B.P.A.) monthly circula- 
tion (88.79% verified) to the men 
engaged in forging, heat treating, 
stamping, forming and welding. Estab- 
lished in 1914 as the American Drop 
Forger, Steel Processing has been serv- 
ing the industry for 40 years. Your 
sales message in Steel Processing will 
reach those who purchase or specify 
the equip t and suppli to be pur- 
chased in practically all of the inde- 
pendent forging and heat-treating plants 
and most of the larger fabricating 
plants where steel is forged, formed, 
stamped, heat treated or welded. The 
October issue will carry the program, 
list of exhibitors, etc. of the 36th Na- 
tional Metal Congress and Exposition — 
Chicago November 1 — 5. Why not 
begin an advertising campaign with this 
issue? Rates on Request. 





Published by 


STEEL PUBLICATIONS, 
INC. 


4 Smithfield St. Pittsburgh 30, Pa. 
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1) Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 


name of the product or adv 


© Seen-Associated denotes the per 


A 


cent of readers who said they remembered 
seeing the ad and associated it with the 


name of the product or advertiser. 


R] Read Most denotes the per cent of 
readers who read 50% or more of the 


copy. 





Talks, tours and TV spell 
success for chemical ‘week’ 
® WASHINGTON . . The nation’s first 
“Chemical Process Week” is over, 
and impressive results have been 
scored. The “week” (May 17-22) 
was sponsored by the Manufactur- 
ing Chemists’ Association to show 
how chemistry has helped every- 
one. 

Here are the results, as reported 
by Chemical & Engineering News: 

1. 996 speeches before 155,060 
people. 

2. 1,350 stories in 845 newspapers. 

3. 213 television appearances on 
88 stations. 

4. 495 radio programs on 218 sta- 
tions. 

5. 260 advertisements in 205 
newspapers with a combined circu- 
lation of 7,002,030. 


6. 230 
visitors. 
7. 141 proclamations, including 16 


visits with 34,696 


plant 


by state governors. 

8. 151 postage meter “slugs” used 
on 2,000,000 pieces of mail. 

9. 259,230 pieces of CPW litera- 
ture distributed. 

10. 20,847 CPW posters mailed. 

11. 69 special exhibits constructed. 


Chirurg report tells all: 

clients, products, markets 

® BOSTON . . James Thomas Chirurg 
Co., Boston advertising agency, has 
issued a 24-page annual report tell- 
ing all about the agency. 

In addition to the usual financial 
statement, the report lists all of the 
agency’s clients, their products, 
their markets and their advertising 
media. 




















POWER special reports — 

expertly organized —simply written — 
crammed with facts and 
three-dimensional drawings — 

have been called the most timely 
working manuals published. 

Every report distills the experience 
and field research of POWER’s staff, 
and concentrates it on one 

important phase of the power field — 
water, air conditioning, electricity, 
heat exchangers... 


Engineers have made them 


“runaway best sellers” by ordering 


and paying for over 
700,000 copies . . . and have thus 


restated a fact worth remembering: 







































































Jes literature paves the way for a 422% sales increase. 


Make Your Salesman’s Calls Four Times as Productive 


... With sales leads from your advertising 


Consider these facts for a moment: a recent national survey* 
shows that salesmen selling to the industrial market average 


about 9 orders per 100 cold calls... but this average jumps to 
38 orders per 100 calls when the prospect has received and 
studied the company’s catalog or similar literature. 


In cther words: /f your advertising draws inquiries and if you 
follow up those inquiries, your salesman’s chances of getting 
an order when he makes his call are four times as good. You 
stand to make four times as many sales. 

Because of a growing recognition of the value of inquiries 
in selling to the aviation market, more and more advertisers 
are turning to Aviation Age. For Aviation Age consistently 
develops more inquiries for its advertisers than all other 


aviation magazines combined . . . a total ot 90.000 sales leads 
in the last 12 months. 

No other publication of the industry can even approach this 
record of advertising effectiveness. Ask your own sales depart- 
ment to show you its record of leads from Aviation Age. 


*Survey reported by the Sales Executives Club of New Yor! 
The magazine of 
Aviation’s Technical Management 
hunisichiaumaammiam kee 


A CONOVER-MAST PUBLICATION 


205 EAST 42ND STREET 
Ng P| NEW YORK 17, N.Y. 





